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NEWSPAPERS MUST 


RETAIN 


fter all these years, many traditional newspaper people still aren’t 
comfortable with the Internet. What makes them cringe isn’t just the 
looking youngsters new media departments the 
reputation 24-hour sexfest although those are reasons 
enough for some. 

What’s most disconcerting the blurred line between editorial and adver- 
tising. Throw e-commerce and that line further obfuscated. E-commerce 
attracts not only eyeballs, but charms electronic cash from your readers’ wal- 
lets while they’re reading your stories. There’s stopping this freight train. 
technology propels forward, e-commerce and e-advertising will 
become more and more powerful. 

The newspaper industry must understand that the Web different medi- 
um. And must treated differently. This has been said before, course, 
but how many really get it? Edwin Schlossberg writes his new 
book, the public isn’t yet using the Web its full potential (see Books, pg. 
52). Neither are editors, reporters, and publishers. 

the meantime, the Web isn’t waiting for newspapers catch 
this issue mediainfo.com explores. Internet businesses are racing ahead 
with innovative marketing and transaction techniques. one observer puts 
it, “If publishers won’t it, somebody else will.” 

Fortunately, some the industry’s leaders are role models. The nation’s 
largest newspaper companies have been devoting extensive resources 
new media for some time. Just surf two the most popular news sites 
the Net, The New York Times the Web and USA Today Online, see 
innovative advertising and e-commerce action. 

However, these leaders aren’t immune from scrutiny. USA Today has gar- 
nered some deserved criticism for the virtual Volvos driving through its ban- 
ner the home page. Another day, the Web site was colorless 
annoying gimmick for computer printer advertiser. 

time standards for what and what isn’t acceptable will surely devel- 
op. “It’s learning language,” said The New York Times Electronic Media 
Co. editor chief Richard Meislin last summer. “People will eventually 
learn what sections are advertising and which the meantime, 
news sites might want learn say “no” advertising ideas that are 
little too “creative.” 
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NEWS 


Despite all the reports about 
Internet losses, some news media 


are still three primary questions that 
media and new-media companies ask when 
they study the world interactive services: 
Who’s making money online? 

How they it? 

And most importantly, How can we? 

The answers, order, are: 

Many companies and Web sites are profitable. 

making money lots different ways. 

should follow their leads. 

Profitability, 

And literally dozens, 


course, what business all about. 


not hundreds, interactive 


media services are now operating the black. This 


those operations most, but not all them, built 
traditional media companies. 

There are two remarkable things about this compi- 
lation. The first that these sites are just small per- 
centage the online media businesses reporting prof- 
itability. For businesses that are just two three years 
old (or even newer than that) the route profitability 


February 1999 


companies are turning profit 
the Web. Here’s how doing it. 


report will provide short-form case studies eight 


cover 
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Zollman 
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short. 
The second 


fact that very few these sites use 
the same approach make money. 
There are, seems, many strate- 
gies for becoming profitable there 
are businesses developing interactive 

magazines that are trying find the key profitabili- 


For newspapers, stations, and 
ty, there are many keys. order generate 
course, business has first and foremost 
making money. Especially 


many companies had clue about where 


focused 
start generating revenue profits. 

says Bob Gilbert, presi- 
one the profitable companies pro- 
They are businesses 


“These are not hobbies,” 
dent InfiNet, 
filed. and should measured 
and tracked against all the business fundamentals.” 
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Interactive Services (to released Feb. 
19), conducted among more than 700 
media Web sites late 1998, found that 
almost 20% all media Web sites were 
profitable last year. Newspapers topped 
the chart (with 25% reporting profitabili- 


ty), magazines were close second 


(24%), while stations (7%) and radio 
lagged considerably. Perhaps 
more important, nearly half 
all newspapers participating 
the survey expect prof- 
1999 (48.3%), 


more than one- 


while 
third all media 
all 
ject online 
this year. 

mediain- 
fo.com article last July, explored sev- 
eral key questions about the 
profitability with nascent online services, 
media 


particularly 


companies that are moving 


into new worlds. (The arti- 
> 


mediainfo.com 


cle available www. 
ephome /news/new 
shtm/minfo- 
recap, 
few 
the issues: 


What 


profit? There 
many definitions 


“profit” there 
are Web 
there are many differ- 
While 
would make accountant 


on eve F 


sites, but 
ent definitions. 


cringe, the definition 


accepted is, “If they say 
itable, and stands reasonable 
examination, it’s profitable.” (Some com- 
panies claim profitable online but 
are obviously not allocating costs the 
online operation.) 

online including 
heads some the best and smartest 
services, believe that now not the time 
making money online. Now the 


time invest heavily, they say, build 
your brand and ensure that 
business for the long term. 

Can profitable even it’s los- 
ing money? Let’s say your Web site has 
been business for two years, and has 
lost 


(net) each those two years. But you 


million operating expenses 


(34.6%) and 40% 


Junglee 


sold tomorrow, independently, 


would net $10 million. that profitable? 
After all, 


generated 


worth $10 million with investment 


only million. 

Investment strategies have paid off. 
Taken their own, the Web sites the 
Chicago Tribune and The Washington 
Post both still lose money. Lots 
(Both companies refer, instead, their 
investment online services strate- 
that may much wiser than making 
money now.) 

But, like many other media compa- 
nies, both the Tribure Co. and The 
Washington Post Co. have made millions 
dollars their early investments 
online services. Tribune once owned 
10% 
and still owns 


America Online Dulles, Va., 
about along with 
pieces nine other Internet companie 
Mare 


Teren, president washington- 
points out 


that the Post Co. has 


online you factor its investments 
(now owned amazon.com) 


Online/CitySearch, which 


went public late 1998.) Teren notes 


the company’s “small investment” 
CitySearch became worth $40 million 
$50 million after its initial public offer- 
ing. profitable,” says, “as 
long the Internet stocks keep rising.” 

Perhaps, instead looking 
itability, there are three 
can help you and your company deter- 
mine your interactive media business 
— Web site or 


sites, audiotext, fax 


newsletters, whatever moving 
the right direction: 

Revenue growth: your revenue 
curve not moving steadily upward, 


generating revenue yet, what are 


(now part 


speed Internet access becomes available 
and the cable and telephone compa- 
nies become more aggressive. 

Synergy: your interactive busi- 
ness building your existing media 


business? cannibalizing from it? 


the two (or more) businesses are truly 


being used build and promote each 
other, being smart. 


advantage 


not 


taking existing 


strengths the market, squan- 
dering one your most valuable assets. 
With that extended preamble, here 


are snapshot profiles some profitable 


services and how making 
their money: 
USA Today Online 


(WWW usatoday.com) is projecting a 


profit 18% return sales. The site 
went into the black September 1998 
healthy profit” for 1999, 


Almost 40% 


according 
executives. projected 
revenue for 1999 budgeted from elec- 
tronic commerce, rather than from ban- 
ners other standard forms advertis- 
ing. Although banners and sponsorships 
are still expected to be 60% of the site’s 


revenue base, the site’s more 


than most media sites has been 
electronic commerce. USA Today Online 
has been extremely aggressive finding 
ways to relate content to e-commerce, 
targeting its specific high-demographic 
audience. 

going into the year with very 
nice contract base,” says vice president 


and general manager Lorraine 


Cichowski. “The number advertisers 
who have dedicated money online 
growing Its not R&D any more, it’s 


real campaigns and real money.” 


Ne<scape: USA 


you waiting for? you have, are 
you satisfied with its continuing 
growth? And almost important, 
are you increasing the number 
revenue sources rather than rely- 
source for 
With 
one two exceptions, all the 


ing single 
example, just banner ads? 
profitable sites listed here rely 
multiple revenue streams order 
stay the black. 

Sustainability: your inter- 
active service’s revenue going 
continue? you’re relying exclu- 
sively revenue generated 
Internet service provider, for 
example, you may trouble 
couple years when high- 
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Quad City Online 
Not all profitable interactive ser- 
markets. many small towns, 
newspapers have quietly built 


highly profitable online sites. Len 

Small, owner/publisher the Small 
Newspaper Group Inc., says owes his 
profitable Internet strategy Terry 
Maguire the Newspaper Association 
America Vienna, Va. 

few years back, Maguire recom- 
that 
develop online bulletin-board systems 
(BBS’s), Small spent about $15,000 
develop all-text BBS the Moline 
Daily Dispatch the Quad Cities 
Moline, East Moline, and Rock Island, 
Ill., and Davenport, Iowa. started 
dial-up system, then migrated the Net. 
Now it’s Internet service provider; has 
thousand 


mended even small newspapers 


several who 
receive access subscriber-only content 
well the online open 
offers training classes the 
Internet and some Microsoft software; 
offers in-home tech support for 
users; and making profit margins that 
are substantial Small doesn’t like 
talk about them because doesn’t 
want tip off his competitors. 

Small also very familiar with elec- 
tronic commerce, his next target with 
Quad City Online (www.quadcity.com). 
His wife, who French, rents apart- 
ments Paris through Web site. It’s 
hosted Moline. “That shows you the 
power the Internet,” says. 


Woza 


Woza, online-only, South African 
Web news service, has been profitable 
since its second month after launching 
November 1996. Most 
from commissions 
stock trading conjunction with the 


revenue 


comes online 


for terme nite! 


| 
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“Our focus has been keep costs 
extremely low and use the Net 
gather and disseminate our news,” says 
Kevin Davie, the site’s founder. addi- 
tion stock-sale commissions, the site 
(www.woza.co.za/woza.htm) also gen- 
erates traditional advertising. 

Woza, which means “come” Zulu, 
offers network sites with business 
and political news, general news, sports, 
investment tips, dining, tech news, and 
regional search engine. “Woza free,” 
the site notes. “There are passwords, 
subscriptions, premium services. Our 
strategy simple: will use high-qual- 
ity journalism attract high traffic. Since 
have printing press, delivery 
trucks, sawmills (nor pulp and paper 
plants), ink factories, and delivery 
agents, our advertising rates are frac- 
tion those charged our conven- 
tional competitors.” 

addition news sites, Woza uses 
push technology send 
18,000 news e-mails daily, part its 
reach about 50,000 
(including visitors the Web site). 
had been self-funded but recently took 
outside investors and added Reuters 
for external news copy. project that 
present growth, will reaching 
200,000 people day within months,” 
Davie 
years after the site’s initial launch. 


said October, less than two 


The Motley Fool 


Another site that makes its money 
the stock market The Motley Fool, 
which has 


its slogan, “Educate, 
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MORE THAN ONE WAY SKIN CAT: These Web sites have very different missions, 
but each reports profitability. Quad City Online runs Internet service provider, 
Woza makes money from online stock trades, and The Motley Fool sells advertising 
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Amuse, Enrich.” The Fool began July 
America Online and later migrated 
the Web (www.fool.com) where now 


claims the most popular online 
investment site. 

“We have lot people that come 
into Motley Fool, and they are interested 
discount-brokerage accounts. There- 
fore, have lot discount brokers 
David Gardner told CNBC October. 
The Motley Fool syndicates both print 


advertising our 


content and radio show. 


store sells books, investment reports, 
and subscriptions. And, course, the 
world-famous Foolish Jester Cap ($30 


plus shipping and handling). 


The New York Times the Web 

The New York Times Co., interac- 
tive media overall are the red with 
1998 losses estimated $10 million 
$15 million. But www.nytimes.com, one 
four Web sites run the paper, 
reportedly profitable because its base 
million registered users and its 1,600 
advertiser relationships. 

Many the advertisers pay higher- 
than-standard rates because they are 
able very narrowly target their ads 
Christopher Niemeth, vice president 
and director sales and marketing for 
The New York Times Electronic Media 
Co., says the company has numerous 
examples successful online promo- 
tions. one 


case, a soup Company 


offered online specials and developed 
cents each. 


another case, Direct, 


online brokerage firm, doubled its soft- 


sevarete company with Archway 
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Prosecutors Question Jordan 
Knowledge of Clinton's Affair 


Vernon Jordan entered the Capitol to undergo 
questioning on Tuesday in the Senste 
Business impeachment proceedings against President 
Technology Clinton. Getyarticle 
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President Clinton is trying to seize the high 
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The New York Times Co. reportedly lost $10 $15 million 
interactive media ventures last year. But the flagship Web 
site (www.nytimes.com) reportedly made money. 


ware downloads and followed 
leads e-mail. 


Thomson Newspapers 

Thomson, group daily news- 
papers and more than 250 other adver- 
and publications 
throughout North America, one the 


tising specialty 
only publishing media companies 
relying exclusively advertising for its 
online profits. But what nice profit is! 

Thomson making more than mil- 
lion annually online profits its news- 


The Mevy's new $4.5 Dillion sircraft 
cerrier , the Merry S. Trumen, it 
fec'ng @ aber tage of setlers. The Navy 
43. 4 whole has as many as 22,000 
empty postions, mast ebeard its 


Pexnegce 


AIDS Transmission by Mother to 
Newborn 


cover story 


company “strategic 
marketing 
focus commerce and 
advertising because that 
money for their advertis- 


makes 


ers and thus the newspa- 
pers themselves. 


ness regional market- 
ing and communication 
business, not just news- 
paper business,” says. 
“Now, everything 
looks like 
opportunity 


instead 
threat.” 


Granite Broadcasting 
Granite Broadcasting 
(www.granitetv.com), 
group television sta- 
tions and one radio station, 
reports profits online but 
company president Stuart 
Beck his 
extremely reluctant dis- 


team are 


Forward Home 


for example, provides classified ads for 
the Granite Web 
(owned Bernard Hodes) provides 
employment advertising; Yahoo! delivers 
news links. The individual stations pro- 
vide little current content. They 


sites; CareerMosaic 


merely promote the sites and develop 
local sales efforts. 

“We believe that with the great dri- 
ving power television stations, can 
find and partner with the great folks 
out there who are creating brands the 
Web, our effort has been co-brand 

with those who are creating national 


i Netscape: Granite Broedcesting, New York, NY 
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Grenite Broodcasting Cerporation is an 
entrepreneurial group breadcester which owns 
ond operetes 10 network-affilioted television 
stations and one radio station. in every market 
where it produces news, Granite is determined 
to be the leading provider of lacal news, 
weether ond sports tnformetion. Te further 
these objectives, sequisitions ef 
compiementory media ond 
compentes are always 
being considered, Granite tekes nightly 
aggressive opproech to station menogement and 
Consistentiy ochieves some of the best 
operating results tn the industry. 


Granite’s stetions are loceted in geegraphicallg 
diverse markets reeching 7.0% of the nation’s 
television households. Three stations are 
afftiiated with the NBC Television Network 
(NDC), three with the ABC Television Network 


cuss numbers how they 

are able make money. 
One thing that becomes 

clear 


Netscape: Weicome to The Thomson Corporation on the Web! 


papers, most them 


large staffs 150 
Thomson’s Web sites 
advertising sales almost 
exclusively. 

the 
back their classified 
advertising business,” 
says Jonathan Sheer, 
vice president elec- 


products 
Thomson Newspapers 
Conn. (Sheer also 


Home 


Location: // www Thomecrp com: 


Search One Prot 


About the Thomson Corporation 
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Contact Thomson Corporation 


orporation 
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president Thomson 
Interactive Media, cor- 
porate cousin that pro- 
vides Internet software, 
Thomson and 
tions alike.) 

Sheer says Thomson’s clusters 
newspapers, other publications, and 
publishing services known the 


The Thomson Thomson Newspapers raking over 
million per year online profits, thanks advertising sales. 


Granite executives, however, that 
costs are extremely limited (and may not 
all attributed the Web operations) 
and that outside partners are providing 
many the services. 

Classifieds 2000 (owned Excite), 


Granite Broadcasting keeps costs down teaming with out- 
side partners provide services for its Web sites. 


Beck told the National 


Association Broadcasters conference 


recently. “We believe that our competi- 
tion [is] the local newspaper. These are 
the ones with really the most significant 
amount advertising these commu- 
nities, and they’re rather great target. 
Our strategy, and starting suc- 
ceed with it, think, supplant the 
local newspaper two areas first 
the area news delivery, and second 
the area classified advertising.” 

order make online work, Beck 
said, Granite stations sell packages com- 
bining on-air and Web advertising. “The 
key packaging because the televi- 
sion time, frankly, that the most valu- 
able component the transaction.” 


InfiNet 
independent Web-solutions 
company serving media companies, 


InfiNet has grown steadily and now 
works with more than 180 affiliates 
most them newspapers host- 
ing, software and Internet access suppli- 
er. InfiNet owned Landmark 


| 
Diversions | 
| 
waste, Tear | 
| 


about the Dusiness: huge corporations 
tha’ used to pe Tal aWay Strangers can nov intrude 
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newspaper, Dut community, into the 
millennium 
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Communications, Gannett and Knight 
Ridder and based Landmark’s 
hometown Norfolk, Va. 

reported operating profit begin- 
ning June 1998, and expects report 
positive operating result for the year, 
president Bob 
note, very modest oper- 


“Please 


cover story 


Land Lakes. Sponsorships garner 
rates $100 cost per thousand 
impressions (CPM) vs. the typical online 

General manager Kathryn Creech 
says the company hopes achieve 50% 
its revenue from sponsorships, 


Netscape: Weicome to tInfiNet! 


(www.ocregister.com) and The Gazette 
(www.gazette.com) Colorado Springs, 
owned Freedom Communications. 

Morris Communications, which 
reported more than million online 
profits 1998 and expects even higher 
profits 1999. Most its profits come 

from Internet service provider 


ating profit. Also note that 


but rather are investing cash 
back into the company,” 
says. “That said, are self- 
sufficient and longer 
require any cash support from 
our Owners.” 

InfiNet 
Sun- and Microsoft Windows 
NT-based multi-site hosting 
platforms and strengthening 
its service functions. 
More than 65% its revenues, 
which are projected $27 mil- 
lion 1999, comes from 
Internet access fees, “although 
margins are small,” Gilbert 


revenues, although more and 
more are coming from banner 


amodem, 
& 


ac cary ac 


and classified advertising, and 
online directory sales. 

News and World 
Report Online, which has been 
profitable from inception with- 
out cannibalization revenue 
from its print product, accord- 
ing president Eric Gertler. 

Corridor Careers, site 
operated The Gazette 
Cedar Rapids, Iowa, with its 
subsidiary, Interactive Media 
Inc., and Priority One, 
regional economic develop- 
ment council affiliated with the 


Chamber Commerce. 


says. Hosting revenue sec- 
ond. The company has about 
180 employees and access 
about 
100,000. InfiNet does not 
receive advertising revenue. 

“Our expectation for 1999 modest 
but steady growth the access sub- 


subscriber 


scriber base and strong growth our 
hosting affiliate population,” Gilbert 
says. Unlike many high-flying Internet 
companies, “InfiNet not IPO bound,” 
says. “Growing company with 
IPO mission sets motion very 
different set dynamics than growing 
company that prides itself 
standing enterprise.” 


More successes... 

Other companies and services mak- 
ing money online are: 

Channel 4000 
4000.com), Minneapolis-St. Paul, operat- 
Internet Broadcasting System 
conjunction with WCCO AM/TV. Some 
sponsorships are generating $50,000 
annually. 

The Times Union, Albany, 
expects close million revenue 
from its online (www.timesunion.com) 
and audiotext operations 1999. 

magazine group site 
(www.homearts.com) operated 
Hearst New Media which has developed 
content-and-advertising sponsorships for 
food companies, including Kraft, Hidden 
Valley Ranch, Bertolli Olive Oil, and 


(www.channel 


InfiNet, owned Landmark Communications, Gannett and 
Knight Ridder, reports modest operating profit. 


from 25%. “Sponsorship very broad 
term for us,” Creech told Electronic 
Advertising and Marketplace Report 
year. “We started off with just banners 
like everyone else, but now rarely 
pitch banners alone.” 

Two separate sites Las Vegas 
operated 
Landmark, which has budgeted for 
staff members 1999, most them 
concentrating sales online directo- 
ry, real estate, employment, relocation, 
automotive and other Web and audiotext 
Also, Las Vegas Online 
(www.lasvegas.com) operated the 
Las Vegas Review-Journal, Donrey 


packages. 


newspaper, which gets most its online 
revenue from upcharges print classi- 
fied ads but also offers hotel reservations 
(for commission), real estate advertis- 
ing, and more. 

The Princeton Packet, group 
weekly newspapers (www.princeton 
packet.com) New Jersey that has 
comprehensive strategy electronic 
commerce and local advertising. 

The Citrus County Chronicle, based 
Crystal River, Fla. (www.chronicle- 
online.com), has been profitable for two 
years, primarily through the sale 
advertising packages for its Zip2 online 
directory and upsells classifieds. 

The Orange County Register 


Corridor Careers was designed 
for the specific purpose pro- 
moting job opportunities the 
area former residents the 
Cedar City “corridor” and 
encouraging them return home. 
General manager Jim Debth says has 
also been operating the black. 


‘Our job provide ...’ 


Let’s Thomson 
Newspapers, whose 
the largest aggregate online profits, have 
the last words about building new 


media: “My sense that the newspaper 
industry would well served not 
looking the newspaper industry. Our 
job become online services, and 
therefore should learning from 
the online services. Our job provide 
relevant online services our commu- 
nities, and think that’s very different 
mission from the America Online mis- 
sion the Yahoo mission. But ... 
should taking the lessons from those 
organizations tried address 
national markets, take the best what 
they’ve done, and apply our local 
markets.” 


Peter Zollman (pzollman@aol.com) 
consultant interactive media 
based Altamonte Springs, Fla. 
lead author Editor Publisher Co. 
Research Reports Interactive Media, 
mediainfo.com. 


need evolve into 
“information companies” 
protect and grow their 
business. That’s given. 
The hard part making 
profit it. 


New Horizons can help you 
identify the right business and revenue 
model for profitable evolution now, not 
down the road. Especially, you publish 
small medium size newspaper. have 
experience it. 


were early innovator voice 
technology and revenue models. And, 
were the first newspaper-owned company 
help other newspapers publish telephone 
directories new revenue stream. 


Newspapers recognize the 
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business model for smaller 
newspapers. One that 
integrates print voice internet 
solutions attract new segment small 
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Martha Stone 


each individual reader wants, personalized 
news and advertising can delivered com- 

readers come back time and again. It’s 
also reality, some online newspapers are taking 
steps collect demographic and preference informa- 
tion about readers and using deliver targeted news 
and advertising. While online newspapers are looking 
for efficient and profitable way present adver- 
tisements their sites, advertisers are willing pay 
top dollar target ads qualified customers. 

“Advertisers don’t just want eyeballs; they want 
audiences,” says Dave Morgan, president Real 
Media, the global news site advertising network based 
New Silicon Alley. other words, advertisers 
want know who’s seeing their online ads. most 
members the audience 
make over $50,000 
year? Are they mostly sin- 
gle married? These are 
the types questions for 
which news sites and 
their sponsors are seek- 
ing answers. 

Some Web sites are 
beginning merge their 
companies’ print circula- 
tion databases with out- 
side records (like driver’s 


license 
enable complex person- 


David Morgan 


alization. Other news sites are starting build user 
databases from scratch with contests and other 
interactive features that require user registration. More 
commonly, online newspapers are installing profiling 
software like that from NetPerceptions Eden Prairie, 
Minn., and BroadVision Redwood City, Calif. These 
programs perform targeting anonymous envi- 
ronment with the help cookies. 

“The whole concept personalization new 
newspapers, but fairly standard for retailing,” says Vin 
Crosbie, president Digital Deliverance, 
Greenwich, Conn.-based interactive media consulting 
firm. “Online you can this personalization 
massive scale-equivalent ‘my daily newspaper.’ 
There would more this section, less that sec- 
tion. The same goes for advertising. The ads you see 
are for ads you are interested in.” Whereas microzon- 
ing remains difficult endeavor the print world, 
newspaper publishers are finding that the Web actual- 
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encourages it. 

Martha Rogers, co- 
author Marketing 
One-to-One 
Peppers Rogers 
Stamford, 
Conn., says, “Now we're 
going another major 
technological revolution 


that makes compete 
another set rules. 


Vin Crosbie 


Just 100 years ago you 
had standardize services and products for cus- 
tomer, now you have customize. have the abili- 
keep track individual customers, and they have 
the ability interact with us. It’s the ability give the 
rifle the deer.” 


Focusing One Customer Time 

Instead developing product service and sell- 
ing whomever will buy it, the new marketer will 
focus one customer time, Rogers predicts. That 
will create greater share each customer, not nec- 
essarily greater overall market share. And the way 
attract the attention individual readers develop 
“learning relationship” with the reader: find out what 
she interested in, and over time, continue ask 
preference questions build profile each indi- 
vidual customer. Success achieved when customers 
find the personalized product indispensable. 

For example, five times many users return 
Excite personalized news page) than those Excite 
users without personalized page, Rogers says. 
Excite, Yahoo! and other customized online news 
pages allow users request favorite sports team 
scores, stock prices, and the latest news updates 
almost any subject they specify. 

The “learning relationship” Rogers suggests can 
involve collecting information about news site readers 
through registration subscription process, contest, 
survey, quick poll, archive transaction, free offer. 
little name and e-mail address can enough 
cross-database with existing stockpiles consumer 
information through public driver license records and 
credit report reports from companies like TRW. Then 
the publishing company decide how use 
the collected data customize advertisements and 
content. major concern protecting the privacy 
valued readers (see “Balancing Privacy,” pg. 22). 

While many editors and journalists are wary using 
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personal information about readers for mar- 
keting purposes, Rogers doesn’t see prob- 
lem. “Why can’t customized news ser- 
coming and how find the perfect gift 
from one the many good advertisers they 
have, based her profile the memory 
bank?” she asks. Rogers warns that newspa- 
per publishers must embrace the new mar- 
keting world face losing business their 
competitors. “Publishers can’t just remain 
order-takers world where others are 
willing [leverage its information] and cus- 
tomize for their readers,” she says. “If pub- 
lishing it, somebody else will.” 


Building User Profiles 

The concept one-to-one profiling 
has been implemented massive 
scale Amazon.com and the Firefly 
Network. Both use “intelligent agent” 
techniques, which 
about user information based prefer- 
ences and tastes pooled from group 
like-minded people. Mega-book and 
music-seller Amazon has meticulously 
collected and databased its customers’ 
demographics and buying habits par- 
laying that into buying suggestions for 
other users with similar tastes. The more 
preferences that are recorded, the more 
specific the suggestions that are offered. 

For example, user were pur- 
chase the Joy Cooking, Amazon might 
flash message the screen that oth- 
ers who have ordered the Joy Cooking 
have also ordered Dinners 
and also often purchase reggae music. 

Meanwhile, Firefly, entertainment 
profiling and suggestion site, presents 
users with list movies and then asks 
them rate the movies scale 
With that information and pro- 
files users for other entertainment 
Firefly recommends movies that would 
enjoyable that user. Regular Firefly 
and Amazon users marvel the accura- 
the suggestions. Amazon CEO 
Jeff Bezos sees it, the future success 
retailing will hinge 
ability analyze each indi- 
vidual preferences and offer them prod- 
ucts and services tailored them. 

You don’t have bookseller 
benefit from this technology. gather- 
ing data users and building profiles 
their book, music, and other prefer- 
ences, news Web sites can offer rich pro- 
files users advertisers, who turn 
can target customers online advertise- 
ments e-mail. Meanwhile, users will 
gain benefit getting book and enter- 
tainment suggestions that fit their inter- 


ests. Sites like Yahoo!, AOL and Barnes 
and Noble use Firefly technology. 

Making buying 
suggestions are just the tip the ice- 
berg, advocates this technology say. 
They see online publisher’s database 
users online gold mine. 

The New York Times the Web 
parlaying the wealth demographics 
its million-plus registered users sell 
targeted advertisements its readership. 
valuable the ability target specif- 
groups the Times’ upscale reader- 
ship that 


return investment advertisers,” 
says. example, NorthernLight.com, 
database thousands sources that 
charges users the article, ran target- 
banner campaign with the Times 
online for days, serving 86,000 ads. 
The Times also sent out million e-mails 
those who didn’t click 
ads. Almost 20,000 clients were deliv- 
ered Northern Light, and more than 
55,785 transactions were completed 
cents per transaction. 

While the registration process has 


advertisers are 
willing pay 
times the 
going rate for 
some 


payoff 
for the 
Times, 
technique 


portal 


advertising 


eschewed 
news 


campaigns 
$40 $50 
cost per thou- 
sand (CPM). 
The Times’ 
database 
upscale readers 
with 


comma 


plate 


Com 
opie 

bass, 


age household 
income 
Seventy percent the registrants are will- 
ing receive marketing e-mail. The 
advertisers can target readers broadly 
ZIP code, gender, age and income, 
specifically combination those and 
other attributes. Some advertising targets 
could male golfers over 65, female 
college graduates over with chil- 
dren and penchant 
Advertising doesn’t get much more target- 
than that. 

Advertisers also can combine informa- 
tion about targeted Times Web users with 
information from other 
richer 
Hypothetically, group 100,000 
female potential targets for diet program 


develop even profiles. 


could narrowed more defined 
advertising target 
names with driver license 
those same women with certain heights 
and weights. the targeted women visit 
the site, the diet ads would automati- 
cally served their browsers. The diet 
center advertiser specifies how many 
times the served the group and 
over what period time. 

The Times’ vice president for market- 
ing Chris Neimeth touts the site’s success 
with many individual advertisers 
variety categories. “We can deliver 
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The Sacramento Bee has been experimenting 
with user databases its Web site. can find the 


sites because 
seen 
barrier 
sumers, who 
would 
someplace 
else for news 


information 
unencumbered. fact, Eric Meyer, 
journalism professor the University 
Illinois, has studied the issue regis- 
tration news sites, and wrote book 
about issues that impact online news, 
including registration, called 
News Today. The book can 
found http://newslink. 
org/report.html. 

“We ran formal study few months 
ago that found registration cut site traffic 
69%,” Meyer said e-mail posted 
the Online News listserv and con- 
firmed via e-mail. higher than 
most would suspect, part because 
were looking actual individual users 
and discounted all 
tions. Voluntary registration, kicking 
only after user has visited least five 
times, measured cookies, has 
much better compliance rate around 
90%.” But Neimeth says there are other 
ways gathering information about 
users which are less 
advises giving benefit the user. The 
benefits could free CD-ROM 
free trial for using the 
archives online exchange for 
mail address, name, and home address. 

While not every media site can regis- 
ter visitors like the New York Times, 
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Best Overall U.S. Newspaper Online Service - circulation over 100,000 
The New York Times on the Web 


startri 


ne.com (McClatchy) 
wasr igtonpost com 
Best Overall U.S. Newspaper Online Service - circulation under 100,000 
Christian Science Monitor's Electronic Edition 
El Nuevo Herald Digital (The Miami Herald Publishing Co.) 
The Santa Rosa Press Democrat Online (New York Times Regiona 


Newsgroup) 


Best Overall U.S. Newspaper Online Service - 
Weekly, Community, Free & Alternative 
The Chronicle of Higher Education - Academe Today 
Orlando Weekly 


San Francisco Bay Guardian 


Best Overall non-U.S. Newspaper Online Service 
FT.com (Pearson, London, UK) 
Jerusalem Post Internet Edition (t ollinger International, Israel) 
La Nacion Line (SA. La Nacion, Argentina) 


Best Non-Newspaper Online News Service 
CNET News.com 
MSNBC.com 
Wired News 


Best College Newspaper Online Service 
Kentucky Kernel, University of Kentucky 
NewsNet, Brigham Young University 


The State News, Michigan State University 


Editor Publisher 
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Best Promotion of a Newspaper Online Service 
The Boston Globe's boston.com 
Classified 


ne Company, Chi 


Metromix (T 


Best News Section in a Newspaper Online Service 


Los Angeles Times 
The New York Times 


washingtonpost.com 


Best Sports Section in a Newspaper Online Service 
Austin360.com, Cox Comn 


nications 
Internet Chicago Tribune 


Sun-Sentinel (Tribune Company, Ft. Lauderdale, FL) 


Best Business Section in a Newspaper Online Service 
Maine Business Online (Blethen Maine Newspapers) 
Mercury Center (Knight Ridder, Inc.) 


washingtonpost.com 


Best Entertainment Section in a Newspaper Online Service 
Calendar Live! (Los Angeles Times 


New York Today 


washingt« »Npost.com 


Best Special Section in a Newspaper Online Service 
Fog of War (WashingtonPost. Newsweek. Interactive) 
The Path to Peace (The Irish Times on the Web) 
Microsoft Trial (Mercury Center, Knight Ridder, Inc.) 
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Best Classified Section in a Newspaper Online Service 
Autosource-Los Angele 
Real Classifieds (K 


Best Community Publishing Effort in a 
Newspaper Online Service 
New Jersey Onl 


Sunline (Charl 


ce Internet 
te Harbor, FI 


toronto.com 


Best Directory Application in a Newspaper Online Service 


rt Ridder 


kansascity.com (Kn 


School Guide (The Seattle Times Company) 


toronto.com 


Best Design in a Newspaper Online Service 
The Chronicle of Higher Education —- Academe Today 
The New York Times on the Web 


oNpost.com 


Best Use of Interactivity in a Newspaper Online Service 
InsideDenver.com (E.W. Scripps) 
Sunline (Charlotte Harbor, FL) 


Winetoday.com (New York Times Regional Newsgroup) 


Best Shopping Application in a Newspaper Online Service 
HomeZone — Improvenet (McClatchy Company) 
New York Today 
Sunline (Charlotte Harbor, FL) 
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are able take 
advantage power numbers. Real 
Media, the news site advertising network 
based New York, can target news Web 
site visitors habits, profiles, age, gen- 
der, income, occupation, country, state, 
ZIP code, browser type, and more. Real 
Media’s Open AdStream advertising 
management system, which serves 3.5 
billion ads globally per month hun- 
dreds online newspapers, uses cook- 
ies track users, and can work with 
outside demographic registration 
databases place ads. Real Media also 
can target advertisements geographically 
placing ads one all the affil- 
iates. Most advertisers choose the top 

“If you are Ameritech (the Chicago 
telecommunications company), 
only interested presenting your infor- 
mation people sites,” Morgan 
says. “The sites represent are general- 
high their list because newspapers 
tend draw geographically focused 
Morgan positioning Real Media 
“national-local” buy for media plan- 
ners. “The opportunity that you have 
marketer like Gillette that committed 
NFL football and NFL football fans, 
they have realize they can pretty 
good putting ads ESPN 
(SportsZone) and SportsLine, but they 


individual news sites 


users.” 


can get more passionate audience 


they target NFL sections with the nation’s 
online newspapers.” That’s because many 
newspapers have developed strong Web 
sections for local teams, often including 
rich news, 
more. 


and 
“Is content king?” 


It's much more often context, and 

it’s the same for advertising.” 
Few papers beside The New York 
Times have made their Web sites regis- 


Steve Yelvington 


tration-only accessible. One that has 
the Houston Chronicle, where execu- 
tives reason that knowing the audience 
the only way serve the audience, 
says Jack Stanley, senior vice president 
operations and technology. 

Although the registration process has 


been honed few times the past four 


years and will simplified again 
soon the newspaper has plans 
drop good thing, Stanley says. 
reports the site has accumulated 250,000 
registrations, two-thirds 
“(Targeting) the 
“We should have been 


with 
group regular users. 
future,” says. 
doing from day one.” 

Starting this quarter, the profiles will 
used send out targeted e-mails 
ask users sign for customized con- 
tent. Later this year, the Chronicle hopes 
launch targeted advertising cam- 
paigns. Houston advertisers are looking 


for four categories when targeting ads: 
location, age, gender, and 
Those are the four categories the regis- 
tration process covers for the Chronicle 
online, Stanley says. 

Over the past four years, the site has 
been criticized for its insistence regis- 
tering users, but Stanley defends the 
practice. calls the free-content busi- 
ness model inherently wrong. “The 
whole (Internet) thing disaster 
terms where the money made,” 
says. “Free nice, but sooner later, 
you realize, what the point?” 

The Minneapolis Star Tribune site, 
has several small 
registration systems place, but none 
them are tied together, 
Steve Yelvington. 


income. 


says editor 
think user registra- 
tion, content personalization and tar- 
geting will major issues the next 
few years,” says. 

But the site taking pains consid- 
its customers’ privacy rights before 
unifying the databases and using them 
personalize content and advertising. “It’s 
not only huge project technical 
sense (to combine registration databas- 
es), it's huge issue with consumers,” 
Yelvington says. “Trust doesn’t come 
free; have earn it.” 

That said, the site will soon install 
NetPerceptions software that performs 
targeting anonymous environ- 
ment. “Ad targeting software important 
late from commercial pressures,” 
says Yelvington, who explains that with- 
out targeting software, the only way 


“target” the old-fashioned way 
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the basis consumer interest would love reach Armed with statistics about its Web 
associating ads with content, such says. “Newspapers should print users, SacBee.com marketers 
sporting goods the sports section this generate lot volume selling advertisers combination 
books the book review section. their database,” Matsumoto says. cau- for advertisements: reach one 
quest break new ground tions that newspapers put regis- with print and reach 
developing targetable databases for screen, that they should give users younger and more upscale demographic 
newspapers, Denver-based Applied the ability opt out the process. with online ads. And achieve frequency 
Segmentation Technology, ASTech, addition contests, Matsumoto while reaching those who 
worked with Sacramento Bee says there real potential gather and online versions, says Darrell 
(www.sacbee.com) online marketing news Web sites other ways, strategic resources manager for 
department pilot program recently. such during commercial transactions, newspaper. “We continue broaden 
Prior the test program, the Bee had paying for classified advertisements, audience,” Kunken says. 
Crosbie says that any news service 
ing the that offers individualizable content will 
print news- against any other service that does- 
nt, even both have equal wealth 
online. “The “You can’t offer individualizable 
Web user content without knowing what each 
wants,” explains. “And you 
Senators work finish trial fied target. that without consumer data- 
Most The promise new media that 


while House managers continued to press for Monica 


based the that fits her idiosyncratic and generic 


© Explosion rocks Ford plant in Michigan ‘ A } print sub- Keters Wont waste money sending infor- 


profile and that publishers and mar- 


scriber. Web mation consumers who inter- 
users have ested. These promises can’t bear fruit 
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newspapers Interactive Newspapers 


very well.” Thurs., Feb. 


databases print readership but nothing 
for its online usership. ASTech built pro- 


INTERACTIVE ATLANTA BOOTH #30 AFFORDABLE SOFTWARE 


Finally, affordable and 


Solutions With your publication keeps its 


totype online marketing database com- 


bining print circulation records with the 
database giant Polk TotaList demo- 
Sacramento. The company 


the Bee setting contest give-away 
develop list Web users. The contest, 
featuring 3Com Palm Pilot prize, entered 
participants three weeks, with 


3,200 registrants the Sacramento area. 


asian inciuair 


The data from the three sources were 


OF 


combined and analyzed discover that 


retains 


wWorma;ion source in yOu 


the registrants skewed younger (mostly 


subscribers. “The [new] database allowed 


IAVE 


system that ‘ight for 


TISING Cl 


say [the Bee’s Web users] were more 


upscale than Bee print subscribers and 


than, general, Sacramento residents, 
more educated, and more likely 
professional occupations,” 
Matsumoto, vice president 
operating officer ASTech. “There 
opportunity direct market people 
who come Web sites, and advertisers 


q 
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| ered 
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sonfigurations 
Media Systems Online Classified System 
Rox 1330 ’ 684 division of Morr Communication Corporatio 
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Martha Stone 


editorial content and advertisements. The 

stack anchors the page, and the news hole sits 

top it. But online, it’s much less clear where 
the ads end and the editorial begins. Consider: 

USA Today Online and HotWired both recently 
ran advertisements their sites for Color Printers 
which their normally colorful news pages appeared 
monochrome until the user clicked the ad. The 
explanation: “Without color, something’s missing: Click 
here see HotWired’s (or USA Today’s) true colors. 
This reminder the impact color brought you 
Hewlett-Packard color printers.” 

The campaign was met with jeers from online news 
editors, including Steve Yelvington startribune.com 
Minneapolis. “We ought able expect ethical 
leadership from sites like Wired and USA Today,” 
says. “Instead, all let down. don’t mean sug- 
gest that news Web sites shouldn’t work with commer- 
cial Web sites. Obviously should. But can 
way that’s clear and fair and above-board, where 
everybody wins, including the consumer.” 

The Wall Street Journal Interactive Edition declined 
the ad. “HP’s campaign very central our con- 
cern about advertising impacting the way people get 
content from the Web,” says Randy Kilgore, 
director. “When sites allow advertisers affect the way 
the content viewed, then help but leave 
negative impression the value the content they 
are getting. It’s over-commercialization.” Because 
many sites are willing allow advertising masquer- 
ade content, Kilgore and others are urging the news 
industry change the way content presented. 

The book sections several news sites, including 
those The New York Times the Web, USA Today 
Online and Chicago Tribune Internet Edition, offer 
link barnesandnoble.com from each editorial book 
review. The news sites receive cut the profits from 
the traffic sent Barnes Noble’s Web site. Such 
“contextual advertising” dilemmas were among the first 
salvoes fired the advertising-editorial skirmish. 

Many sites, particularly search engines, engage 
the selling links and key words eager marketers. 
When users type the purchased key words, they are 
given results from paid advertisers. Furthermore, spon- 
sored content online magazines and search engines 
usually lacks “paid advertisement” labels. 
stage the Net’s evolution where have developed 
some conventions that help indicate who’s speaking 
without having resort clumsy labels that say ‘paid 
Yelvington says. “But they’re fragile conventions. 
When trusted news source like USA Today peddles 
its navigational controls advertiser, those 
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lesley $ wucles her career in television 


By ROBIN TONER 


0, Pow tough was it to be @ 
groundoreeking woman in 
network Lelevision? Suffice 
tt to say that Lesiey Stan! got 2 lot 
of edvice over the yeors. Her first 
producers told her to “never, ever. 
ever smile.” By midcareer, she wes 
being urged to !oosen up, De more 
humen. Her mother told her, wren 
Sten! was 39, to get foce lift. The 
president of C&S News told her that 
she wes too Cemending anc 
difficult. Dun Hewitt, the executive 
producer of “60 Minutes,” who 444 pp. Rew York 
eventuolly hired her, seid it was $26. 
OF to be @tticult, out she Pad to do 
something epout her hair 


REPORTING LIVE 


in her memoir, “Reporting Live 

captures the peculiar st 

of Daing tn that breakthrough generation of wamen to enter 
taievision. the women whe io mem weus hed to invent 


THE TIMES: Read the review, buy the book. 


conventions are damaged.” 

Some detractors question the legitimacy page 
sponsorships. When IBM’s computer was playing chess 
master Gary Kasparov, IBM sponsored the page 
which the story appeared. “Is that crossing over the 
line, when the subject sponsoring the page?” asks Vin 
Crosbie, president Digital Deliverance, new media 
consulting group Greenwich, Conn. “Would the 
newspapers put the special sections had IBM not 
sponsored it?” 

The Chicago Tribune site’s intentions launch 
sponsored chat sparked “excruciating” argument 
between the advertising and editorial departments. 
example sponsored chat promoted chat session 
between Chicago plastic surgeon and audience mem- 
bers over surgical options, price, and methods. order 
assuage the editorial department’s ethical concerns, 
the advertising department added disclaimers the 
that the views are those the doctor. 

“While this cowboy approach the Wild West envi- 
ronment the Web may represent short-term gain, 
could have long-term downside,” wrote 
Kilgore recent Advertising Age editorial. “The ques- 
tion is, can saved from ourselves?” Kilgore 
careful not name names but says there are several 
sites that are disguising advertising editorial content 
ways that “as yet are completely unheard any 
traditional advertising environment. Why should 
care how the old-line media conducted business? 
word credibility.” Kilgore calls for the industry 
draw guidelines enforced the Internet 
Advertising Bureau and benefit the consumer, mar- 
keter and the media. “Integrity and credibility are not 
only hard won but difficult values restore once lost.” 


Stone writes frequently for mediainfo.com. 
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KEEPS PUBLISHERS GUESSING THE ONLINE ERA 


Technology makes easier than ever gather information about news 


Web site readers. News companies and advertisers have decide what 
with that data, and how will affect relationships with readers. 


online 


Back Forward Reload Home 


vacy concerns 
powerful marketing 
tools has been 
one hand, pub- 
lishers value com- 
munity 
want protect 
from the grip pri- 
nology. the 
promise target 
marketing cannot 
out warehousing 
profiles users. 

While the 
Internet has brought 
the capability for 
inex- 
pensive way gath- 
demographics 
them, its wake 
has brought wave fear about invasion privacy. 
The widespread privacy concerns have spawned 
privacy bills Congress, and the creation handful 
online consumer privacy organizations like the 
Electronic Freedom Foundation and Trust-e. 

response, news sites are acting with caution 
collecting reader data. 

“The reason that these [targeting] technologies aren’t 
being used political. Publishers and marketers and 
advertisers want harvest profiles about every con- 
sumer, but consumers don’t want surreptitiously 
involuntarily tracked not allowed control over 


their own profiles profile use,” says Vin Crosbie, 
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Netscape: Real Media Network and 


anagement Software 


Search Guide mages Print Security Stop 


World-cla 
Advertising 


PRIVACY PROTECTOR: Real Media, based New York City’s Silicon Alley, has developed the Privacy 
Proxy server, which prevents third parties from collecting information about Web site users. 


president Digital Deliverance, new media 
ing firm based Greenwich, Conn. 

resolved before new media can deliver full the fruits 
promised. Because the constituencies involved want 
receive those fruits, believe this deadlock will 
resolved within the next years.” 

Three entities can collect data about Web site users 
via cookies (see “The Skinny,” pg. 24): the news Web 
site, the advertiser and the advertisement server (usu- 
ally network). 

networks like DoubleClick, 24/7 and MatchLogic 
are getting data from serving when they place 
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partner 
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The single multi-media 
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one search displays 
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news story 


Newspaper archives 
made Web-accessible 
consumers, professionals 

and researchers 
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online advertising 


cookie the user’s hard drive. Every 
time that delivered, there’s infor- 
mation that leaves the site, Crosbie says. 

But many publishers, seeing the 
value cookie data, have recently put 
end data collection third parties 
their own sites. 

Through Real newly 
launched Privacy Proxy server, longer 
will third parties able collect infor- 


Media’s 


mation about local news site users (on 
participating news sites). 

“The traditional trust publishers 
will become big issue 1999,” says 
Dave Morgan, president New York’s 
Real Media, which 
Privacy Proxy software block priva- 
invasion third-party advertise- 
ment servers. 

The proxy server puts the decision 
the publisher’s hands whether not 
share 
(either general 
advertiser advertising network. 
puts wall for cookies. 

The server being deployed with 
Real Media’s software early this year and 
running some sites beta testing 


specific) with the 


now, Morgan says. Experts say 
unlikely that many, any, publishers 
would share demographic 
advertisers purposely. 

“Online publishers who 
party serving companies compile 
about 


local consumers 


are ultimately engaged 


databases 
suicide,” 
Crosbie says. 

“There reason why online 
publisher should permanently delegate 
someone like DoubleClick the compi- 
lation local online consumer databas- 
es. online newspaper that lets 
DoubleClick permanently that giv- 
ing away the precious local database.” 

The New York Times the Web 
among the first news sites sign for 
the proxy server, along with washing- 
tonpost.com, Playboy and Lexis-Nexis. 

“The relationship with the user the 
most important thing have,” says 
Chris Neimeth, vice president for mar- 
keting the Times’ Web 
“Addressing privacy about full disclo- 
sure and giving the user the opportunity 
bow out. You can and adjust your 
(NYTimes.com) profile online.” 


sites. 


Martha Stone teaches Interactive 
Marketing Roosevelt University 
Advanced Interactive Media Group, 
ILC. She writes frequently for 
mediainfo.com. 


PRIVACY TACTICS 


Experts suggest each news site create 
privacy policy. 


Spell out your privacy policy when 
requesting demographic information, 
registration form contest entry, and 
place link policy prominently 
home page. 

Most news sites state they will only 


use demographic information 
vide more targeted content and adver- 
tising, and will not sell information 
third parties. 

Give user opportunity adjust profile 
site. 

Join with other influential Web sites 
member Trust-e, not-for-profit advo- 
cate consumer privacy statement dis- 
closures, and place their logo your 
home page signify compliance. 


THE SKINNY COOKIES 


While “cookie” can’t alone 
identify person name, Social 
Security number credit card num- 
ber, the simple line ASCII text can 
powerful Web site tracking tool 
for marketers. 

Many news Web sites use cook- 
ies because most the advertising 
networks require cookie technolo- 
gy. The cookie text planted the 
news site’s the marketer’s server 
the user’s browser. The cookie 
almost always the user’s unique 
computer number. 
teered user profile information 
matched with the user’s cookies, 
useful information can culled 
about particular user’s buying and 
news site-using habits. 

“Most static Web sites seem use 
them, even their Webmasters don’t 
necessarily know that they are. I’ve 
come clients who didn’t 
know that their Web sites were using 


across 


cookies, forgetting that server soft- 
ware such Apache uses cookies 
default,” says Vin Crosbie, presi- 
dent Digital Deliverance, new 
media consulting firm based 
Greenwich, Conn. 

Given its name, the uninformed 
would think cookies are harmless 
even useless. But those who know 
better may disagree both counts. 
fact, cookies are the agents that 
store the all-important user attributes, 
surfing, and e-commerce habits. And 
for that reason, privacy advocates 
think cookies aren’t the harmless 
morsels they may seem first blush. 

few news Web sites, such 
The Gate, refuse use cookies 
matter consumer privacy. But gen- 
erally, news Web sites only 
because most use advertising net- 
works use cookies more often 


than the corporate Web sites retail 
Web sites,” Crosbie says. 

The use cookies allows the 
server deliver more 
personalized advertisements, based 
known spending habits which 
are tracked. also avoids repeated- 
serving the same ads the same 
users. News site owners also use 
cookies track news consumption. 
Many news Web site proprietors 
study their traffic logs, filled 
with cookie-generated Web usage 
nix content. 

e-commerce, cookies are used 
track users through the shopping 
experience. The information about 
the users stored, and the case 
advertising networks like Double- 
Click, the information compiled 
throughout the 70-site network 
offer wealth targeted consumer 
and/or business user information. 

advertising networks 
DoubleClick, LinkExchange, Real 
Media news Web sites use 
cookies; they want make sure 
you see different ad, which 
means knowing which ads you 
have seen,” Crosbie says. “And all 
dynamically generated Web sites 
wouldn’t know who you are and 
couldn’t personalize when you 
browse.” The use cookies 
site does not necessarily mean the 
site personalized, Crosbie says. 
“The third-party serving compa- 
nies such DoubleClick have 
used cookies build profiles 
some million people 
across Web sites, while sites that 
insert those ads may serving just 
static pages,” says. 

Martha Stone 


you don’t have the time read 
this ad, you should read this ad. 
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APPLY THE WEB 


ONLINE PUBLISHING MUST FOLLOW NEW PARADIGM 


E-commerce bringing the advertising and marketing 
departments closer than ever the editorial side. 


Steve Outing 


ou're a newspaper pub- j Netscape: Washington Post Marketplace 
director comes to you Baok Forward Reload Home Search Guide images Print Security Step wy 
series ads that will placed 
next staff-written music reviews pportunities planning made easy. 


each review promoting 
the sale local music 


store. Being ethical publisher 


Service $13.99/ month 
concerned that this scheme could 
affect the credibility the 


reviews, you show the director 


the door, slam behind him, and leading best prices and 
product availability. Pick acategoryto begin your search 
contemplate hiring someone else. 
While that’s the standard sce- paperbacks, 
Consurner 
nario the world print jour- printers, scanners, modems 
Other ways to buy en 


nalism, the online publishing 
environment this linking editor- 


Gifts Peshingtenpest.com 
yellowpages) 


Movies & Videos Business, ulitties 
Music 
Office Supplies 


Outdoor & ED: 
Sporting Goods Men's, vomen’s, children, shoes 


ial content and targeted advertis- players, camcorders, audio, 


ing not such black-and-white 
Toys 


Travel 
ave Cigars. flowers fragrances. aft baskets 


issue. Increasingly, scenarios such 


the are becoming 
commonplace cyberspace, even 
the Web sites some the Washingtonpost.com has integrated its Marketplace e-commerce system 
most revered brand names jour- throughout its Web site. Shown here the Marketplace page the site. 
nalism like The New York Times and The Washington buyers” taking the editorial experience for the con- 
Post. sumer and facilitating the immediate transition 
the Web site, for instance, readers book buying experience, according vice president 
reviews see icon reading “Buy this which development and e-commerce Paul Pappajohn. 


link page Barnes Noble’s Web site allow- For example, while reading video review, Web 
ing immediate online ordering the reviewed book. user will see “Marketplace” box accompanying the 
The has exclusive arrangement with the review. Clicking will lead the user online 
bookstore giant. comparative shopping feature (based technology 
Junglee) that lists prices various online merchants 
Online Sales Beat Online Advertising for the videotape. Find the best price and click 
This approach increasingly common news sites that online order form. The Marketplace 
that take their businesses seriously and are struggling area will also list local merchants that sell videotapes, 
find online revenue streams that will turn them based targeted search washingtonpost.com’s 
toward profitability. Benefiting from advertisers’ online successful online yellow pages directory. 
sales looks more lucrative form online Eventually, the Post plans help local retailers 
advertising than the ubiquitous, but often ineffective, compete with online merchants selling the locals’ 
Internet banner ad. wares too. Pappajohn says local retailers can 
The Post news industry leader what called compete with national Web retailers like amazon.com 
“contextual online transactions.” Throughout washing- CDnow, which often offer cheaper prices than 
tonpost.com’s features areas, contextual advertising brick-and-mortar local stores, offering immediate 
links are being placed that serve “turn readers into pick-up items personalized service. 
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Netscape: WineToday.com - California's Wine News Source 


Back Forward Reload Home Search Guide images Print Seourity Stop 


CALIFORNIA'S 


The latest Wine the 
Super day for Napa cabs _ "ew Week 
Cooltemperatures and the threat of rein didn’t put 
dent inthe crowds gatheredin Napa Valley Saturday 
some of omia's best-known winerles opened their 
collars or prerelease bashes 


| Yalentine's Day dream menu "=~ 

entine’s Day, but we'll stert to raise Cadel Sole 1997 
the temperature of love with an Aphrodisiac Malvasie Bianco "e~ 

menu thet should make even Howard Stern 7 

blush 

this bottle from 


Winery: 


Santa Rosa, Calif., The Press-Democrat trying decide how 
incorporate e-commerce into its popular Web site, WineToday.com. 


bookstore might sell autographed copies retailer. The paper takes percentage 

book online, where all online sales generated, 

have those, for example. Mark Blanchard. 
Pappajohn doesn’t favor exclusive The Web site provided the 


arrangements like the online transactions capability, 
Noble deal. Instead, the Post designing store had up-front costs 
its e-commerce strategy around creating was win-win 
“level playing field” for local mer- the store’s sales and generated 
chants, Pappajohn says. accomplish income for the Web site than 
that, the newspaper company will work standard banner would. Blanchard 


toward providing the technology infra- cite specific sales results from the 
structure support local participating but says, been pretty 
merchants. happy with the results.” 

for the ethics this editorial- Interestingly, 90% the visitors 
advertising linkage, the Post the “JagGear” site, which was promoted 


about clearly delineating editorial throughout Jacksonville.com, were from 
content and what’s commercial. The outside Florida. Blanchard suggests that 
overall Marketplace locals buy Jaguars T-shirts their neigh- 
designed concert with the stores, but out-of-state Jaguars 
per’s editors, whose input crafted the ini- (including sizable military popula- 
tiative into something that would not tion with Jacksonville ties) turned the 
sully the reputation for editorial for their souvenir clothing. This 


integrity. For instance, contextual first e-commerce foray, while small, was 
transaction ads turn within the “something had do,” 
hard news areas the site. newspaper hopes more, Blanchard 


indicates. 


Many Papers Are Cautious For the majority news publishers, 


While the Post charges forward with remains 
what remains controversial concept, that’s still just talk. That’s the case 
others the news industry are Rosa, the heart California’s wine 
beginning dip their toes into the where 
commerce pool. typical example are struggling with how 
The Florida Times-Union Jacksonville, handle e-commerce their authorita- 
Fla., which last football season experi- sites 
mented with online shopping part- 
nership with local mom-and-pop The executive editor, Bruce 
Jacksonville Jaguars football clothing who also serves for 


WineToday.com, says the wine site will 
probably some sort e-commerce 
deal that allows site users purchase 
the wines they read about reviews 
and wine industry coverage. 

But skittish about the whole 
concept for fear denigrating his site 
and reputation impartial 
experts the wine industry. 
purposefully holding off bit,” says. 

WineToday.com was created 
journalistic endeavor less than 
ago, Kyse says, and role 
afterthought. He’s not convinced that 
there’s big money it, though that’s 
possible someone figures out how 
get around laws that prohibit interstate 
shipping alcohol which has been 
impediment for online wine retailers. 

Kyse says the most likely scenario for 
his company involves partnering with 
online wine merchant broker, where 
the Press-Democrat would benefit from 
sales driven its online editorial con- 
tent. He’s not interested selling wine 
directly, nor being the e-commerce 
technology provider for the local wine 
industry; that’s outside his company’s 
core business competency. 

But even more than that, Kyse frets 
about the ethical considerations com- 
bining e-commerce with quality journal- 
ism. “As newspaper editor, remain 
uncomfortable with doing e-commerce,” 
says. “But the same time, 
whole new venue, and have 
give these things consideration. have 
figure out how satisfy the 
editor” the online transaction 
strategy developed. 

Kyse much more comfortable with 
the idea trying e-commerce the 
topical wine sites, but will far 
more cautious thinking about apply- 
ing online transactions advertising 
the newspaper site itself. 


Steve Outing 
(steve@plane- 
tarynews.com) the 
president The 
Content Exchange. 
writes the Stop 
The Presses! column 
three days week 


Interactive Newspapers 
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a.m. Sat., Feb. 20. 
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BODY-SLAMMING THE 
ELECTION AND MEDIA 


HOW WILL THE VENTURA VICTORY AFFECT THE WEB? 


hough the signals were 
flashing, Brett Benson 
missed them. Not that 
was alone among 

Minnesota’s journalists. When 

came missing the boat that 

was steaming headlong toward 

Jesse Ventura’s Nov. guberna- 

standing crowded dock. 
What strikes him now, 
says, that weeks beforehand, 
had evidence something 
unexpected was afoot, and 
paid mind. hindsight, 

seem obvious. the last three 

weeks Minnesota’s tight, 
three-way 
paign, the PioneerPlanet (the 

St. Paul Pioneer Press Web site) began receiving big 

batches e-mails from people adamantly supporting 

Ventura’s Reform Party campaign and his libertarian 

message. There were more e-mails about Ventura than 

anything else. discounted it,” Benson admits. “Quite 
honestly, thought there was this lunatic fringe out 
there that had gotten hold our e-mail address.” 


How Important Was the Web? 

The press has since debated the role the Internet 
played Jesse “The Body” Ventura’s narrow, 3-per- 
centage-point victory over Republican Norm Coleman 
and Democrat Hubert (“Skip”) Humphrey III. argu- 
ment circulating newspapers, Web sites and 
campus discussion panels across the country, that 
the Ventura victory can attributed directly 
seminal Internet campaign strategy. 

Shortly after the election, for instance, The New 


PoliticsOnline, calling Ventura “the JFK the Internet” 
for his acuity exploiting the emerging technology. 
Nobel even compared John Kennedy’s ground- 
breaking use television his 1960 presidential bid. 
Meanwhile, the respected 
Arlington, Va., referred Ventura’s efforts the 
absolute: “The Net Wins its First Political Election,” its 
online headline read. “It seems prudent even 
understatement say that politics will never the 
same again,” wrote Jon Katz, First Amendment 
Center scholar. And it’s notion that has more than 
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Jesse Ventura was all smiles after being 
elected governor Minnesota. 


few critics. “That’s overblown,” 
exclaims Benson. 


Couldn’t Have Won Without 


The man who mapped out 
Ventura’s online strategy, cam- 
paign Webmaster Phil Madsen, 
“The neat thing about victory 
that, matter what you did for 
the campaign, you can take credit 
for the victory. The lawn-sign 
chairman can take credit for the 
3%. that way, the Internet was 
more influential than any other 
part the campaign.” But Madsen 
Internet team made big per- 
haps decisive difference the 
race. Katz’s interpretation has 
least provisional supporters, among them Steve Clift, 
Minneapolis-based consultant and project coordinator 
for the Markle Foundation’s national White and Blue 
election Web site. Clift remarks, “Here’s line: 
Ventura did not win the election because the 
Internet. But could not have won without it.” 

There disputing the effectiveness Ventura’s 
Internet strategy; the cash-strapped campaign was 
nearly totally dependent the medium especial- 
e-mail organize and deploy its base 3,000 
volunteers. And the campaign’s Web site was essen- 
tial raising funds. Ventura’s post-election numbers 


show that his total campaign war chest 


$450,000, fully $80,000 was raised directly from peo- 
ple surfing the campaign’s Web site purchase 
shirts pledge money. 

what does all mean the media that covers 
elections? Was the Ventura election harbinger 
new age politics and political coverage? the 
Ventura-Web argument simply pipe dream for bewil- 
dered pundits and pro-Web wonks who seek tech- 
nological explanation for the election former 
feather-boa-and-pink-tights-wearing pro wrestler 
governor one the most progressive states? The 
answer depends who you ask. get gauge 
who might right, it’s helpful review exactly what 
Ventura did make the Internet one his principal 


campaign weapons. 
With the candidate’s OK, Phil Madsen set the 
Ventura site early February. Clear from the outset, 
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the purpose the site was produce 
volunteers, money, and 
Ventura and his running mate. And while 
Ventura’s Web site played key role, the 


consensus that the campaign’s real 
online innovation was its use e-mail 
organizing tool. 

Ventura 
Barkley. 
says, because without well-funded, 


worked perfectly, says 
campaign chairman Dean 
The Internet made difference, 


formal party structure behind it, there 
was other way for the third-party 
campaign spread its gospel directly 
supporters. Money was tight, particularly 
early on, before Ventura could convince 
bank put the $300,000 state 
campaign funding that Ventura was 
gible collect after the election 
won the statewide vote. 

That financial situation rendered 
conventional ground, fax 
with 


the-vote drive infeasible, 
Ventura’s campaign came 
essenet, which first 
February, 


paign Web site, 


shortly after the official cam- 
www.jesseventura.org, 
made its debut. Jessenet members were 
not members interactive listserv, 


online 


FOR WORKING JOURNALISTS ONLY 


Internet email based upon 


information from Exper 


Access corporate information 
specific experts, ready reference 
Interr 


ne Gus 5 > 
egistration form. 


but rather they were part database 
that included names, 
numbers, 
Election Day, Madsen says, the database 
porters. 3,000 pledged 
actively participate Ventura’s guberna- 
torial run. These members received one- 


addresses, phone 
addresses. 


these, 


way e-mail messages announcing cam- 
paign events and calling for volunteers 
help the field with such work 
data entry and digital photography. 


The Jessenet proved pivotal, accord- 
ing Madsen, especially late the 
campaign, when Ventura for the first 


and only time during his candidacy 
stirred controversy. For years 
Twin Cities radio talk-show host, 
Ventura had spouted libertarian view- 
points about drug and prostitution legal- 
ization. Late his campaign, rumors 
started spread his support for those 
ideas until, finally, during Forest Lake, 
Minn., business luncheon October, 
local school board member called 
him state his stance publicly. 
Ventura’s rambling, tentative answer 
sum, “I’m leaving room for study- 


ews profiles. 


latabase thousands 


night, and the story was quickly picked 
other local media. His opponents 
seized the opening. Coleman and 
Humphrey began blasting Ventura for 
what they called his socially irresponsi- 
ble, fringe politics. Ventura complained 
that the quote was taken out context, 
and, indeed, videotape the event 
showed Ventura prefacing his remarks 
saying, have never stated that 
want legalize prostitution drugs.” 
Most reports the event omitted that 
statement. 

seemed all but 


forgotten. Ventura was not even forced 


week, oddly, 


issue apology for his remarks. 
Madsen credits the Net. “As quickly 
possible, got press release put 
together and posted the site,” 
says. “And then sent out Jessenet 
message 3,000 people all over the 
state. time all had 3,000 mis- 
sionaries with e-mail printed their 
hands sitting the coffee shops all over 
the state saying, ‘Here’s what really 
said, and here’s how know.’ That 
stopped the issue dead its tracks.” 
But the Jessenet would prove even 
more valuable than that. the cam- 
paign’s final three days, Madsen sent out 
series e-mail posts seeking rally 
72-hour 


tour that was seen integral 


volunteers for final “Drive 
Victory” 
the campaign’s hopes. But logistics 
were tricky. Because the caravan made 
numerous, sometimes 
and 30-minute stops towns all over 
the state, Ventura’s itinerary was unpre- 
dictable. E-mail posts were 
allowing supporters 
they 


accurately announce when and where 


quently, 
Ventura’s location, could 
the tour would roll into town. 

worked. About 600 supporters who 
got notice strictly through the Internet 
appeared rally Hutchinson, Minn., 
about 


Madsen says; 
700 turned out Willmar hour 
later. Such rapid and high turnout 
sparked almost wall-to-wall news cover- 
age. And many credit that publicity 
along with Ventura’s funny, well-targeted 
ads airing the same time with 
pushing him over the top the cam- 
paign’s final weekend. Conversely, 
say, 


publicity 


attended, chaotic tour might have 
spelled doom for Ventura’s hopes. 

Eric Meyer has his doubts about all 
this. The associate journalism professor 
the University Illinois Urbana- 
Champaign, 


exercise either credit 


q 
ome page 
The Global Leader News Distribution 


online journali 


Internet with making governor out 


Ventura. The entire discussion, says, 
fails take into account the candidate’s 
undeniable charisma with voters, his 
slick outsider’s political persona, his 
fortuitous manipulation the traditional 
media. People were attracted the can- 
didate, not because his presence 
the Web, but 


appealed them irreverent, artic- 


ulate spokesman for the disenfranchised. 
And reporters editors who cover 
future political campaigns look the 
Internet explain Ventura’s 
even using the medium orga- 


nizing tool they will miss the point 


what really happened, Meyer says. 
“The party 
never viewed him credible threat,” 


two major candidates 
Meyer explains. “They basically created 
campaign which two traditional can- 
didates slugged out against one anoth- 
extensively that the one candidate 
offering different choice managed 
sneak through. That, not the Internet, 
was crucial factor.” 

Jonah Seiger doesn’t buy into 
stark analysis, but too skeptical and 
dislikes 


particularly the JFK-Ventura 


q 


analogy. Seiger, consultant 
and editor the national election-analy- 
sis site Campaign Web Review, thinks 
the Internet did contribute importantly 
Ventura’s victory. But says the searcl 
journalists for parallels between 
the television and the Internet help 
explain the Internet’s political influence 
the contest will blind them any 
real understanding what happened. 

“If we’re constantly looking around 
every corner for the comparison tele- 
vision, think going miss the 
moments,” Seiger says. think the medi- 
fundamentally different that it’s 
going difficult any context 
point the analogy. not mass 
medium, it’s narrow-casting medium. 
Its nature fundamentally different, and 
the way that it’s used 
cations tool contest has 
some fundamental differences that 
think give more power.” 

more important lesson for journal- 
ists absorb how the Internet can 
used campaign bypass normal 
media channels, Seiger says. “You 
have this gatekeeper function,” says. 


“You don’t need anyone’s permission 


Trequency concerns. 


publish the Net.” 

journalism e-mail lists and else- 
where, reporters and editors have fretted 
about how such direct new media mes- 
sage control politics threatens the very 
nature political journalism. But Seiger 
doesn’t think it’s any cause for panic. 
don’t think it’s fair say that candidate 
with good Web site has the ability 


ove 


around the media, because they still 
need the media,” says. “There’s still 
very important function there, add 
context and analysis and put facts 
the right order and context and ultimate- 
carry the messages the broadest 
possible audience.” 

Benson adds, think this part 
continuing lesson. You don’t have use 
the Internet 
reporting tool know UNIX, but 


computer-assisted 


not touch with the Internet 


every area life, you are missing 


wealth stories that you would other- 


wise not get.” 


Kevin Featherly, new media author 
and professor, part-time editor 
the PioneerPlanet, the Web site the 
St. Paul (Minn.) Pioneer Press. 


You don't nave 
newspaper 
WOrK TOF YOU: 
Nando Me lid +farc 
Wandado WieQld OTTETS 


Sit tt booth #40 at th 999 teractive Ne wspapers Conferen Atlant -ed. 1/-1Y 


online news industry 


David Noack 


NOVELTY 
INSTREAM 


AVERAGE AMERICANS ARE TURNING WEBWARD FOR THE NEWS 


The Web becoming more popular place for news retrieval. 
Meanwhile, the Web’s integrity reliable source growing. 


Newspaper: 
Radio: Other: 
12% 


Cable Television: Broadcast Television: 
37% 39% 
WHERE CONSUMERS FOR BREAKING NEWS: 


Most Americans still turn the television for the latest 
breaking story, but the Web beats radio and newspapers. 


ver the past few years, online news has cat- 
apulted from being novelty into the main- 
stream, with more users NOW logging 
get their the latest breaking sto- 
ries, browse through previous articles, 
watch choppy video press conference. Last year’s 
release Independent Counsel Kenneth Starr’s report 
the details the relationship between President 
Clinton and former White House intern, followed 
the president’s videotape grand jury testimony and the 
“Wag The bombing attack Iraq, clearly 
demonstrated the power the Net draw crowd. 
This growth and increased use online news 
chronicled and measured number new surveys 
showing that more people are going online get 
news from variety sources and for variety rea- 
sons. January survey the Pew Research Center for 
the People the Press Washington found that the 
online news audience has grown 41% adults 
the U.S. compared with 23% two years ago. 
According the Pew Center, new users people 
who have gone online within the last year are going 
the Web for information about the weather, well 
local and entertainment news. News categories that 
saw decline held steady user interest included 
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Less Reliable: Reliable: 
12.7% 7.3% 


Sam Level Reliability: 
80.1% 
RELIABILITY ONLINE NEWS TRADITIONAL SOURCES: 


Most consumers say news from the Web just reliable 
news from traditional sources, including newspapers. 


*Source: NFO Interactive for Jupiter Communications 


political and international news. Overall, the surge 
new users shows that they differ their news habits 
from long-time users. 

Andrew Kohut, the Pew poll director, says 
that more people online, the special interest 
news, such politics and technology, will have 
make room for more routine news fare. “What does 
this tell you?” asks Kohut. “Weather, entertainment, 
local news all sound like the o’clock news. the 
Internet population becomes more mainstream, will 
begin look its preferences, its habits and its 


behavior more like general news audiences.” 


People Trust the Web 


And for people who online for all part their 


news, there’s also high degree credibility attached 
online news, according both the Pew survey and 
another conducted Jupiter Communications, high- 
tech research firm New York. For example, Pew 
found that 49% American Web users say Internet 
news more accurate than news found traditional 
broadcast sources. The Jupiter survey found that 
more than 80% U.S. online consumers trust online 
news much they trust newspapers, broadcast 
television, and cable news outlets, and additional 
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The Pew poll, which interviewed 


3,184 adults last year, also found rum- 
blings that the Internet beginning 
erode traditional news sources. One-fifth 
all Internet users (21%) regularly read 
new stories online instead reading 
them the newspaper watching 


them television. And, 16% say they Lewins others 


get more news from online sources than 
from broadcast print outlets. 


While there are numbers direct- 


support the theory, the report states: 
Dow 


are spending time the Internet Space station's 
instead watching television news. schedule slips 


When the differences the demograph- 


characteristics and political attentive- 
ness online users and non-users are News 


taken into account, heavy Internet news Delaware murder trial 


watching news than those who rarely 


get news online,” says the study. 


addition, MSNBC the Internet, POPULAR PRINT, POPULAR ONLINE: One America’s largest 
the cyber venue newspapers also runs one the most popular news sites the Internet. 
MSNBC, sponsored survey last year USA Today Online also considered leader the area e-commerce. 


that found online news key adjunct 


traditional news media. According Arlington Heights, put the entire content online for fear that 
this survey, 20.1 million Internet users But some online media observers would cannibalize the print publication. 
reported they regularly use the question whether online news living people could get the newspaper for free 
news source. That audience its potential still tethered online, why would they continue pay 
than half (53%) the U.S. Internet-using its print broadcast parents. it, many people asked. Now, online 
population, million people, mak- say that while there’s been trumpet that most, not all, 
ing the Internet key competitor the technology side the editorial content the newspaper 
traditional news sources. The study content still lagging behind. online addition hourly and daily 
conducted Market Facts Early on, newspapers were loath updates, self-publishing forums 


readers, and discussion groups. 
Netscape: Weicome to StarNet 


Most Content Still From Print 


Adam Clayton Powell, vice president 
STARCH OBR ENTIRE USED CAR tNVENTORTI 


technology and programs The 


most newspaper Web sites’ content con- 
sists stories culled from the print edi- 
tion. “The truly original content may 


broadcast newsrooms that view the Web 
DISPATSC 


flaws blamed on oversight | 


news they produce,” says. “Instead, 


the truly original content either 
standalone sites, for obvious reasons, 


newspaper broadcaster sites where 


m 
ome erce 
freemed m fie free 30 dave 


the Web newsroom considers itself the 


core business and the newspaper 


broadcast news adjunct.” 
That said, Powell notes that both the 


Lhepe we have me 


Say “StarNet” $ave $5 on Gataghers omedy tickets 


that the barrier participate low. 
That created environment where 
Tuscon, Ariz., director new technologies encouraging one fancies themselves publisher, 
cooperation between the Web site and The Arizona Daily Star newspaper. editor, and reporter. “It places burden 
the reader re-evaluate for himself 
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and what not, what 


Netscape: MSNBC Cover Page 


» 


reliable and what not, 
what true and what 
ters. This amazing 
new landscape 
mented audience 
beyond the 100- 500- 
cable channel television 
universe.” 

Eric Meyer, associ- 
ate professor journal- 
ism the University 
Illinois Urbana- 
Champaign, says online 
news has not evolved 
when comes the 
reader. 
seen very little evolution 
all least from the 


especially 


perspective the read- 
observes. 
was dirty 
word two three years ago, and every 
site bragged about its original content, 
created exclusively for the Web. The 
pressure put much the print edi- 
tion possible online, intact, rela- 
tively recent phenomenon. And whatev- 
non-print content added all too 
often nothing more than syndicated 
boilerplate niche coverage busi- 
ness, sports and weather statistics pre- 
eminent 
among 
these.” 
who also 
works 
online 
new 
consul- 
tant, says 
“automa- 
tion and 
not origi- 
nation” 
common- 


among 


Andrew Kohut 


newspa- 
per Web sites. “Once you are past the 
once-every-two-months special report, 
check how quickly newspaper 
devolve into nothing more than comput- 
er-generated menus that 
oftentimes containing duplicate entries,” 
says. 
Original online reporting still few 
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MSNBC the Internet often ranked the top news site the Web 
Internet measurement firms. may even more popular than MSNBC cable. 


and far between. “What comes the 
guise original journalism these days 
are ‘bulldog’ versions spot news sto- 
ries and showcase projects that consume 
much bandwidth, with forced narra- 
tive structures, that only the 
mother willing stick with them 
their conclusion,” Meyer believes. 


Quality Web News Increases 

But Brooke Shelby Biggs, fellow 
the Berkman Center for Internet 
Society Harvard University, points out 
that the quality and credibility online 
news has greatly improved from the 
early days. “In general, think both tra- 
ditional and new media news organiza- 
tions have improved the quality and 
credibility their original online con- 
tent,” says Biggs, former media critic. 
“Much that due the fact that 
online advertising revenue significant 
enough 
support larger, better-trained staffs 
the online side. Besides, the old school 
holdouts have all pretty much realized 
that they have invest enough the 
online effort make effective and 
respectable they hope compete.” 

She says business and financial news 
have particular turned out 
boon online news operations. “Online 
sites can offer much more and 
quicker pace than any print broadcast 
medium can. That has lot with 
the ability readers customize their 
experiences online and 


track directly.” 
Dominique Paul 
Noth, new media 
consultant, says lot 
online news con- 
tent really new 
form syndication, 
from the 
comics audiotex 
services. “You can 
indeed find more 
content created just 
for online terms 
columns and report- 
ing,” Noth says. 
“Certainly the look 
designs have 
departed noticeably 
roots. You can also 
find very 
important experi- 
ments among media 
companies asking 
what each medium 
can best online, print, and broad- 
cast and where they can integrate 
within community.” 

Noth observes that more people are 
reading about stories print publica- 
tions before turning the Web for more 
information the subject. “The imme- 
diacy more than news content, 
must remember,” says. “It thinking 
how people will use notifications, 
classified information, and more through 
online site somewhat even radical- 
different than they print. You 
may pop onto Web site for further 
news about bombing incident over 
Iraq that you heard briefly mentioned 
TV, but you might also want pop 
there after seeing department store 
commercial.” 

online news has matured, num- 
ber top new media executives have 
formed group called the Online News 
Association. The group, still the pre- 
liminary stages formation, aimed 
establishing some voluntary journalistic 
standards and guidelines for this evolv- 
ing medium. 

Bob Cauthorn, director new tech- 
nologies StarNet, the online version 
The Arizona Daily Star Tucson, 
argues both sides the issue. “We 
absolutely need separate online news 
association,” says. “The reasons are 
simple: online news beast unto itself, 
and when new media people exist the 
shadow larger pre-existing print orga- 
nizations, always get short shrift.” 
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However, Cauthorn notes 
that online news opera- 
tions mature, they 
work more closely with the 
“New media oper- 
now clearly 
where 
the 
and 


should 


print side. 

ations have 
the 

no 


reached point 
they’re 
“experimental” phase 
will part our core oper- 
ations permanently. such, 
vital that the print and 


longer 


online news organizations 
work closely together 


develop both businesses and 
brands editorial content.” 


news 


organization needed. 
think group devel- 
oped too slowly this 
space, and seems that 
spending too much 


time covering the same 


ground when operate with print 


organizations,” says. 


“The ‘protecting-print’ line holds too 
much attention. course need 
build coherent bridge from print 
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really forces the print 
there are raft issues 
alliances 


side, 
and conceivably 
that separate online new 
organization could explore.” 
Jim Schulte, editor USA 
Today.com, that when 
service debuted April 1995 


says 
and became free site 
August that year, the Web 
was all about information 
delivery. That 
since changed, indicates. 
believe has now evolved 
information That 
could explain the popularity 
search engines such Yahoo! 
viewed 


retrieval. 


and why they’re 


readers credible sources for 


Papers all sizes are attracting heavy Web readership. The 
Baltimore SunSpot popular the mid-Atlantic. 


digital. But the 


sentiment 


that 


print 


needs protected both understates 


work. 


elements like 


sound 


and 


video 


print’s current power and stifles online 


Because online news embraces 


that 


news. aggregated all 
the information readers want 
need and make easy 
find retrieve. Readers have 

reason anywhere else. 
It’s also important have active readers, 


those who have integrated into 
their daily habit.” 
says that while the Web site 


emphasizes breaking news, there 
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market for original online reporting 
users get into the habit getting news 
online. “As the habits active Web 
users change, see great opportuni- 
doing original reporting more 
targeted coverage areas that have high 
reader interest,” says Schulte. 


Media Gatekeepers? 

Robert Niles, executive producer 
InDenver, the 
Denver Rocky Mountain News, says the 


online version the 
Web, which virtual printing press, 
allows new crop people try their 
hand journalism. Thus, the role all 
media reduced gatekeepers. “But 
the practice online news not limit- 
traditional print publications and 
broadcasters,” explains. 

“Now, any interested group, 
cian, gossip kid with ISP account 
can publish news and information and 
have seen around the world. The chal- 
lenge this creates for traditional journal- 
ists staggering. the gate- 
Heck, 
longer gate keep. this respect, 
must 


keepers anymore. there’s 


journalists evolve from mere 
scribes junior social scientists, with 
the ability critically test and analyze 
information, that they may make 
information judgment what infor- 
mation true importance readers’ 
lives,” says Niles. 

says that InDenver now provides 
more breaking news than the past but 
still has way offering original, 
online-only reports. “Unfortunately, 
the level original reporting that 
I'd like see, but that’s due union 
dispute. The online staff non-Guild, 
unlike the print newsroom. been 
ordered leave the reporting the print 
side, which has extra staff create 
work for another publication like us.” 


The Future 

For long time, Web watchers have 
predicted that the medium could only 
information conduit. But 
some observers now think differently. 


grow 


Meyer says there are nuggets data 
the latest Pew study that actually “offers 
disconcentingly strong evidence 
long-projected leveling off the adop- 
tion online technologies.” 

says that Pew has now reported 
two consectuive half-years which the 
number people who say they have ever 
gone online has remained the low 40% 
range, along with the number who say 
they online daily hoveing 13%. “Not 
only has the adoption the online medi- 


ind 


slowed; has also failed bridge 
substantial gap between its base online 
users and the dramatically smaller group 
regular users,” says Meyer. 

Whatever happens readers, Schulte 
hopes that online 


news operations 


“USA Today.com 


went into the black last September and 
had profitable fourth quarter. 
budgeted make profit 1999. But 
the rest the industry still hemor- 
rhaging larger rivers cash the Web. 


electronic classi 


ustry 


Until everybody figures out how make 
money, the needed further investment 
happen. And then the potential 
news the Web realized.” 


David Noack (daven@mediainfo.com) 
associate editor for mediainfo.com. 
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Charles Bermant 


INTERVIEWS: 


UST 


DECISIONS USING E-MAIL SEEM LARGELY PERSONAL 


Electronic mail has become commonplace today’s newsrooms, 
but editors and reporters have mixed feelings about its use 
interviewing tool. Some trust completely, while others are skeptical. 


lectronic mail has quickly become powerful, 

compelling newsroom aid. Among other things, 

smoothes communications with both the pub- 

lic relations community and the general public. 

the same time, its place the newsgathering 
process has yet clearly defined. 

“The potential has yet tapped,” James 
Fallows, author Breaking the News, says e-mail. 
“It’s good way get through inaccessible hard- 
to-reach sources and path the most accurate ver- 
sion what people think.” 

Technology inclined journalists like Fallows, who 
has covered personal computing since the early 1980s, 
have built reliance e-mail reporting tool. 
Others, latecomers technolo- 
gy, have natural concerns: How 
know the true identity 
the recipient, whether the 
message going the right 
place? What the accepted 
response (or lack response) 
time? And should 
believe information sent 
mail? 

the same information 


Dwight Silverman 


that you receive over the tele- 
phone,” says Houston Chronicle 
Dwight Silverman. “It still needs verified.” 

Adds Washington Post writer Linton Weeks, “You 
need check out the source the same way that you 
would phone call. But there point where you 
need just with your gut.” 

Authenticity main concern. message arrives 
from potential source, how know real and 
not (See “E-Mail Origins,” pg. 48.) 

It's easy enough make message appear 
came from, for example, Bill Gates. The origin can 
quickly determined (just check the message properties 
hit “reply” see the return address.) 

Magazine columnist John Dvorak warns that 
“the really clever ones can make look like comes 
from the Microsoft server.” Dvorak has corresponded 
with Gates and familiar with the way writes. Still, 
would never use quote sent through the mail 
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without verification. 

get 
spoofed really quite high,” 
says. “Most reporters are 
[Macintosh] users and 
result are less computer savvy. 
They don’t know how tell 
message legitimate.” 

Dvorak, 


would never use e-mail 
conduct interview aside 


Linton Weeks 


from gathering inconsequential 

details. But some reporters are slowly moving toward 
incorporating online interviews into their stories and 
share none Dvorak’s distrust message veracity. 
Some even write their stories: “Mr. Smith said 
e-mail interview.” 


Liars Will Lie 

“The assumption that anything you get e-mail 
more inherently accurate than what you get the 
phone false,” says Rebecca Lynn Eisenberg, free- 
lancer who writes Internet-related column for the 
San Francisco Examiner. “People who are going lie 
you the phone will also lie over e-mail. you 
are concerned about the absolute truth, then just 
pay them visit.” 

Generally, e-mail changes the process but not the 
product. house rules require three reliable sources 
verify fact, using e-mail change this. Those 
likely print the contents anonymous phone 
call will likewise with e-mail. 

Obviously, publishing any unverified anonymous 
communication irresponsible. Other lines are not 
easily drawn and have more with the 
personal style and preferences, such whether not 
conduct actual interviews e-mail. Ironically, 
some the top technology writers, like Dvorak, 
would still rather the old-fashioned way. 

“For someone who writes about the Internet don’t 
all that much actual reporting e-mail,” says USA 
Today writer Elizabeth Weise. want talk people 
the phone, get them chatting, get them laughing, 
and say things they would not normally. They are 
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online journalist 


appalled see them print, but that’s 
job.” 

Lawrence Magid uses e-mail make 
the initial contact with source and ask 
follow questions but not con- 
duct the actual 
interview. Magid, 
who works 
around the clock, 
may 
view requests 
e-mail 
night, prompting 
the source call 
him send 
appropriate con- 
tact phone num- 
ber the next day. 

This has much with the nature 


Elizabeth Weise 


the business, Magid usually works 
tight deadlines. And many journalists 
shy away from sending list ques- 
tions source. 

“When ask one question, don’t 
always know what the next one will be,” 
Magid says. “With follow-ups, this could 
for days.” Additionally, has 
way know whether source stays 
online all times and uses automatic 
message retrieval essentially remain- 
ing constant call just logs 
few times day. 


Going The Rounds 

Eisenberg disagrees, and sometimes 
goes several rounds with her sources 
during the course particular 
“You can ask better follow-up questions 
e-mail,” she says. Whatever commu- 
nications delay resembles the “telephone 
tag” that voice-dependent reporter will 
suffer, she believes. 

Fallows points out that “if you are 
practicing ‘surprise’ journalism, e-mail 
doesn’t work.” But was perfect fit for 
recent New Yorker magazine profile, 
where and the subject traded long, 
detailed messages. “In personal inter- 
view people might make off-the-cuff 
remark order get you away,” 
Eisenberg says. “With e-mail they have 
time compose their answers, you 
get more accurate, relevant response.” 

these cases, Eisenberg and Fallows 
are feature writers working more 
relaxed deadline with generally cooper- 
ative sources. Realists and hard news 
types will point out that someone 
out dodge the question, they can use 
e-mail effectively dissemble ignore 
the question completely. 

Reporters should wary unso- 


licited seemingly anonymous e-mail 
messages, and should place them under 
special scrutiny before using them 
part story. the other hand, the 
reporter makes the first contact through 
Web page address from business 
card, assumptions are that the person’s 
identity authentic. “An e-mail should 
carry the same weight 
Fallows says. 

Mark Ververka, business writer for 
the San Francisco Chronicle, has used 
mail set appointments and receive 
material that would ordinarily faxed 
arrive messenger. “To get large 
legal document e-mail lot quick- 
and more convenient 
someone send overnight,” says. 
the other hand, says has never 
considered conducting entire inter- 
view e-mail. Like any reporter, has 
incorporated the new technology his 
own comfort level allows. 

Ververka says, want hear someone’s 
voice and maybe persuade them that 
worthwhile for them engage 
interview.” someone declines com- 
ment e-mail, will follow with 
phone call just sure. 

However, source indicates that 
she reads e-mail regular basis, 
reporter may safe assuming that 
the lack response adequate “no 
comment.” recent story about 
Internet columnist Matt Drudge, MSNBC 
gossip columnist Jeannette Walls noted 
“Drudge didn’t return e-mails for com- 
ment.” 

Since Drudge lists his e-mail address 
his home page and does not supply 
phone number, then can assumed 
that reads interview and comment 
Drudge who works pri- 
marily through e-mail sources chose 
not comment for this article). 

the other hand, one who reports 
“no comment” from 
after sending request 
house.gov may not able make the 
same thoroughness claim. 


Story Tips and Gossip 

E-mail also good way get story 
tips, anonymous otherwise (although 
tipsters looking protect themselves are 
better off using the telephone, 
masks their identity 
than e-mail message). 

Jan Moller, co-columnist with Jack 
Anderson “The Washington Merry 
Round,” recalls how one tip about subsi- 


dies that are awarded absentee farm- 
ers came through e-mail. “We didn’t 
actually use the source the story, but 
provided starting point through 
e-mail,” Moller says. And Walls reports 
that amusing little item about Monica 
Lewinsky being invited mistress 
ceremonies the Testicle Festival 
Clinton, Mont., began unsolicited 
e-mail tip. 

Most gossip columns provide eas- 
ily accessible e-mail address with their 
columns. Still, the majority the tipsters 
(and the columnists) still prefer use 
the phone. 

The New York “Page writer 


Jeane says that most the 


still 
don’t trust e-mail,” she says. “It’s easier 
pick the phone and talk 
source, then determine the hesitation 


request for celebrity address. 


their voice whether they are lying 
not.” 

There are some acknowledged draw- 
backs. Even e-mail boon fea- 
ture writers, gossip columnists and those 
seeking last minute clarification cer- 
tain details, government reporters 
able take the same advantages from 
the tool. Two reasons offered differ- 
ent sources: Fallows says that few agen- 
cies are plugged with any consistency. 
And Moller, mindful the government’s 
“ownership” messages, will not jeop- 
ardize source exchanging informa- 
tion through this channel. 

Most reporters use e-mail exten- 
sion their current habits. responsi- 
ble newsperson become more 
less just using the new tool. the 
same time, become enamored tech- 
nology for its own sake and call 
excessive attention the process may 
detrimental. 

For instance, arbiters style are 
debating whether reporters should indi- 
cate the origin quote: person, 
phone, e-mail. Celebrity features 
often indicate the location the inter- 
viewee, but many quotes are printed 
without citing the format. 
viewed for this piece say that reporters 
don’t necessarily “owe” such sourcing, 
but helps place the quote the 
proper context. 

along,” the Ververka says. 


Charles Bermant (charlie@pem- 
broke.com), freelancer based 
Oregon, manages the Technology News 
Forum for MSN Computing Central. 
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Journalists have reason 


online journalist 
James Derk 


TRACKIN 


INS 


GUIDE TRACKING DOWN MYSTERIOUS MISSIVES 


It’s easy fake e-mail, but it’s also easy determine authenticity, 
experts say. This guide will help journalists discover the identity who 
really sent all that e-mail the inbox. 


lectronic mail has turned into one those 

things common and important that it’s hard 

remember what ever did without it. Now 

send e-mail the person the next office from 

mine because I’m too lazy pick the phone. can 

send document, photo graph- 

around the block around the 
world seconds, for nothing. 


marvel, also pain the the puzzle 


inbox. good day get about 
400 e-mail messages. Some are 
from readers computer col- 
umn, some are from mailing lists 
subscribe to, many 
nuts. And few are really impor- 
tant tips that could develop into 
amazing stories, true. 

But how can sure who 
sent the message just received? 


wary e-mail just they are 
documents tossed over the transom. there any way 
prove it? 


E-mail Easy Fake 

incredibly easy forge e-mail message, 
make appear came from someone else. your- 
self. Open your e-mail client. the settings win- 
dow, delete your e-mail address and 
bill@whitehouse.gov. Now send message 
da! now forger. (Now change back 
before the Secret Service finds you.) 

Sometimes it’s critical find out who sent you 
piece mail. Sometimes it’s for news purposes, some- 
times you might want know who the secret admir- 
the next cubicle, and, mostly, want 
know who just “spammed” you with the “Make Money 
Fast” scam that arrived five times your inbox. 

When you send e-mail the Internet with 
mail client (like Eudora, Outlook, 
often use called Simple Mail Transport Protocol 
SMTP. Your machine makes connection the 


Pegasus), you 
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Rey solving 


the 
lines gibberish every note that often can lead 


the 


the top every 
note that often can 
ledd you right 


the 


SMTP server your Internet provider network and 
throws the message the next SMTP server closest 
the destination. 

That SMTP server forwards your message the 
next server down the line, and on, like message 
bottle. When arrives the 
destination, the “header” the 
top the note records the route 
took get there. 
often The key solving the puzzle 
often the header, the 
lines gibberish the top 


you right the sender’s door. 
Most recipients don’t even see 
the header 
more; many readers filter out. 
(America Online, for example, 
puts the header information 


the bottom each e-mail.) The 
return address, ZIP code, and 
postmark are letter; tells you where the mes- 
sage has been, where came from, and where was 
supposed go. 

Tracing the header information isn’t foolproof, 
some clever computer users are smarter than most 
us, and can develop ways alter header information. 
But the techniques here will help you find the vast 
majority senders. 

The first step find the header the mail you 
want trace. Many e-mail programs today don’t dis- 
play the headers the user; after all, who wants see 
lines Unix junk before you get the note from 
your boss? need set the e-mail program 
display the headers. And, like most computer prob- 
lems, there’s universal way it. 


How Show Headers 


Let’s run through the most popular e-mail programs 
and how show headers. 

Qualcomm’s Eudora, you open the message 
then hit the button marked kid you not) “Blah, Blah, 
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The header 


Seourity 


Quote 


jderk@evansville. net 


Priority: Normal 


> 


>Return-Path: <bobwoodward@aol.com 


>Received: 


via sendmail with P:esmtp/D:user/T:local 


(sender: 


id <m( 


for <jderk@evansville.net>; Sun, 10 Jan 1999 15:21:23 -0600 


<bobwoodward@aol .com>) 


zSIV-005D40C@world.evansville.net> 


(Smail-3.2.0.98 1997-Oct-16 #9 built 1998-Nov-9) 


>Received: 


imo13.mx.aol.com 
for <jderk@evansville.net>; 


bobwoodward@aol.com 


from bobwoodward@aol.com 


(IMOv18. id FEGSa05340 


10 Jan 1999 16:2 


-ID: <cd7df£658.369919cf@aol. 


1999 16:21:19 EST 


vansville.net 


Throat's identity!!! 


4.0 for Wi 


0e5057 
Qes05/ 


I know who 


Main at 


4cc50ac850 


eep Throat is. 


tonight. 


ndows 95 


from imol3.mx.aol.com([198.81.17.3] 63 bytes) by >world.evansvill 


HEADER? The header information this e-mail indicates where the e-mail came from. 
also provides clues for e-mail recipients who believe they may have been duped. 


Blah” the Toolbar. That will display 
the full header. 

open the message, hit FILE then PROP- 
ERTIES and select the DETAILS tab. 

Pegasus, click “READER” 
and then select “Show All Headers.” 

Netscape (3.0) Mail, select 
“Options” then “Headers,” 
Headers” 
that appear. 

Messenger) click the “View” menu, 
pull down the listing, then 


“Show from the menus 


Netscape 4.x, (Netscape 


Evansville Online here Indiana. 
see how can tell for sure. 

Every machine connected 
Internet has Internet Protocol “IP” 
address. That address permanent for 
machines connected the Internet all 
the time (such computers com- 
pany network). Other times you are 
assigned address when you call 
pool modems operated your 
Internet access company. 

this case, the header shows the 
machine that created the message had 


assigned to: 


America Online (NETBLK-AOL-NET) 
AOL-NET2-B 198.81.0.0 
198.81.31.255 

America Online (NET-AOL-NET18) 
AOL-NET18 198.81.17.0 


did originate from AOL. now 
can check and see who runs that network. 
all know who runs AOL, but 
was smaller ISP, the contact informa- 
tion would invaluable. now head 
Internic, which charge domain 


Now, let’s look example header forge that, but it’s not easy. www.nike.com). 
decipher what all let’s see who owns that address. http://rs.internic.net/cgi-bin 


means (see graph above). first glance 


whois, can now type “aol.net” and 


appears message from see who owns and how contact 
Online account account and find that the The response? 


Send Stop 
> 
> 
> 
> 
> Sun, Mg 1:19 -0500 >(EST) 
>Fron: 
>Message 
>Date: Sun, 10 Jan iy 
>To: jderk¢@e a 
>Subject: Deep 
>X-Mailer: AOL sub 226 
>X-UIDL: 3 46 fa83db5eeeb 
who DE Meet me at 4th and 
midnight 


Registrant: America Online (AOL1- 
DOM) 

22000 AOL Way Dulles, 20166 
Domain Name: AOL.NET 
Administrative Contact: AOL 
Domain Administration (AD3852- 
ORG) domains@AOL.NET (703) 265- 
4670 

Record last updated 12-Nov-98. 
Record created 19-Oct-92. 
Database last updated 10-Jan-99 
09:06:27 EST 


Bingo. have verified who owns the 
computer and the address. What 
can’t verify without the administrator’s 
help who that computer belongs to. 
world big AOL, that’s trouble. 
can’t call them and expect them tell 
Bob Woodward (an account 
made up) really did send e-mail. 
AOL provide user information 
the public anyway. 

But the sender using smaller 
Internet Service Provider, the trail might 
lead right his desk. For example, 
sent you e-mail, you’d find that the 
computer that sitting desk has 
its own address because has full- 
time connection the Internet. 

And that address (204.120.30.42) 
would show the header that you 
would receive. Run that address 
through the WHOIS and get back: 


Evansville Courier Company 
(NETBLK-ECC-1) 
204.120.30.0 


other words, there are 255 
addresses assigned company, and 
was spamming from one them, the 
administrator would love know about 
it. (You also can compare the headers 
from any old mail mine the current 
one see the had changed. had 
and was not using another computer 
you might have forgery your hands.) 


Identifying Users 

Better still, you can “finger” and 
see what assigned to. The finger 
program, named from the old detective’s 
network. 

Head finger gateway 
and type e-mail address 
(jderk@evansville.net). returns real 
name, the last time logged in, and 
address, which matches the one 
the mail you received from me. 

You’ve now proved the mail came 


online journalist 


from machine, though not necessari- and take step step. 
from fingers. (Never leave your There are also shareware and com- 
machine unattended lest someone send software packages out there that 
nasty e-mail the boss!) Note will decipher the headers for you and 
that Finger will not work with you well your way. 
ISPs, who feel invasion James Derk new media editor 
privacy. for The Evansville Courier Press 
you want know more about and computer columnist for Scripps 
mail headers and spam, helpful Web Howard News Service. His e-mail 
sites abound: start first with address, you don’t know already, 
(No spam please.) 
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book review 


James Casto 


GETTING READERS 


INTO INTERACTIVE 


AUDIENCE CHANGES, MUST OUR STANDARDS 


phones but failed. 


Defining and Developing New interested, least 
Standards for the Twenty-first fork over EDWIN 


any money. turned 


Ballantine Publishing Group decade before anoth- 
1998, 102 pages, $8.95 attempt was made 


introduce telephones 
ome years back, wrote brief history and homes. 
hometown Huntington, W.Va. and the That fact became 
course research stumbled across one anecdote 
those odd historical footnotes that can prove 


intriguing. discovered that the first effort estab- it,” would 

lish telephone system Huntington had failed when say, “here was place 

potential subscribers proved uninterested. where people, when 
1882, one strand telephone line was strung telephone, couldn’t see any useful purpose 

between two stores different ends the small com- Imagine that!” Thus, imagine surprise learn 

munity. You could use the telephone one the two that Huntington’s initial reaction the telephone was, 

stores call somebody who lived worked across fact, means unique. 

town, but only the storekeeper the other end the his new book, Excellence, Edwin 

line was willing send messenger fetch them. notes that even Alexander Graham Bell 

And cost you dime make the call. The next year, problems generating public interest his new 

company tried sign customers for more invention: “People could not imagine why they would 


want need talk immediately 
someone who was across town or, 


Looking 


Are king for way connect 


even more absurdly, another town. 
Although people could write letters 
one another, and some could send tele- 


graph messages, the idea sending 


with your customers? 


How about ing user loy one’s voice another place and then 
people’s experience. They also did not 

We've Got the Solution! think was worth the money acceler- 


ate sending hearing message.” 


effort drum public inter- 
est, Bell hit plan intended 


STATS Fantasy Sports Games provide your 
newspaper online service with great 


demonstrate the value his invention. 
strung wire between Philadelphia 


your business. provide and New York City and installed tele- 

turn-key games all major sports that phones the concert hall where the 
can turn your stagnant revenues Philadelphia Orchestra was playing and 


into profitable enterprises! Town Hall New York City. invit- 
people Town Hall listen the 
orchestra over the telephone. Those who 
took him his offer were amused 
but went away still thinking the phone 


toy, not necessity. 

The problem, argues Schlossberg, 
that the “public had not learned value 
immediate contact with distant people.” 
That happened, says, only when other 
developments especially the introduc- 
tion affordable automobiles 
increased the daily pace life and cre- 
ated context which people could see 
immediate conversations useful. 

Today, says Schlossberg, “the people 
who introduced the fax machine experi- 
enced the same lack interest their 
product until Federal 
ized people with the pleasure nearly 
immediate document transfer. Once peo- 
ple had the experience receiving doc- 
uments overnight, the usefulness hav- 
ing them even more immediately caught 
on. And since the cost this was not 
prohibitive, faxing took off after 
years languishing sales.” 

Schlossberg, who has Ph.D. sci- 
literature 


ence and 


University, the author long list 


books, including Home Computer 
Handbook. For more than years, his 
multidisciplinary design firm has special- 
ized interactive designs for museums 
and other public places. 

“Ever since was child,” writes, 
have been interested the audi- 
went to, was curious why people had 
decided come, what they were think- 
ing, how they’d discuss what was seen. 
wondered what their education was and 
what they had common with other 
members the audience. What books, 
what movies, what images were central 
their experience? wondered they 
had preconceived idea their experi- 
ence and how they would compare what 
WAS happening what they THOUGHT 
might happen.” 

This sounds awful lot like the kind 
market research all become 
familiar with these days, the ritual con- 
vening focus groups and all the other 
trappings, but 
about more than that. 


Schlossberg 
Market research 
generally concerned with how best 
tailor product order attract larg- 
audience, whether it’s Hollywood 
studio testmarketing alternate endings for 
its latest release newspaper looking 
for ways gain new subscribers 
particular neighborhood. 

But statement that surely will 
make some market research types (to say 
nothing newspaper circulation man- 
agers) blanch, Schlossberg 
the “increase the size audience 
irrelevant creating exciting, inter- 
ested and involved audience.” 

Irrelevant? That seems like mighty 


strong word. But perhaps Schlossberg 


exaggerates intent. Certainly, the 
point makes one that’s too easily 
overlooked our headlong plunge 
employ the latest technology. for- 
gotten that audiences are much slower 
change than the technology. 

“The audience for everything has 
grown size,” writes Schlossberg, “and 
the number experiences watch has 
grown even more rapidly. These two 
factors mean that the nature the audi- 
ence must change. When that occurs, 
our current standards excellence need 
rethought and redefined. New 
standards our grandparents could not 
have imagined need developed.” 

When Schlossberg was eight years 
old, friend gave him small ham radio 
kit. assembled and was fascinated 
the world conversations tuned 
in. Thanking the friend for her gift, 
asked her how she had arranged for all 


the 
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E-Commerce Solutions 


gun gm 


the other people out there for him 
talk to. “She laughed and said she had 
not arranged for them, she had simply 
bought the kit. ‘Well, why are they talk- 
ing,’ asked. She said, probably just 
quiet me, ‘Go find out.’ Over the past 
years have been finding out.” And 
urges the rest find out, too. 

Alexander Graham Bell didn’t know 
that would have invent not only 
the telephone, but audience for 
well. Now witnessing much the 
same phenomenon with computers. 
And, despite the explosion home 
computer ownership, done little 
more than scratch the surface when 
comes creating the new excited, inter- 
ested and involved audience this new 
technology demands. 


James Casto associate editor 
The Herald-Dispatch Huntington, 
W.Va. 
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BANNER 


reative advertisers have invented effective 

method for reaching online readers who avoid 

banner ads: the trick banner. the short term, 

trick banners increase click-through rates. But 
the long term, trick banners train readers avoid 
interaction with online advertising. 

know. I've been victimized this trickery. 

found banner that said something like: “Best 
rates for air travel.” pulldown menu would provide 
list destinations. There was list. The very 
moment clicked that familiar little triangle that 
means “look down here for more options,” was 
hurled through cyberspace, landing the home page 
the advertised company. 

didn’t choose there. Feeling deceived, 
couldn't hit browser's “Stop” and “Back” buttons 
fast enough. Then, fearing further manipulation, 
left the site which the 
had been placed and vowed 


AVOIDANCE 


ONLINE READERS ARE TURNED OFF TRICK BANNER ADS 
THAT FOOL USERS INTO VISITING ADVERTISERS’ WEB SITES 


Attempts create positive attitude toward the 
ad, product and brand are minimized. And, associ- 
ation, negative feeling toward the site that placed the 
trick banner may activated. 

Although click-through for the trick banner 
registered, people may hurry away from the site that 
holds the ad. Other ads are never seen. 

Encountering trick banners leads avoidance 
ads that employ functional interactive features. ban- 
ner itself can point sale, without jumping 
linked file. Some ads for online booksellers and yel- 
low pages sites come mind. allowing trick ban- 
ner placement, the effectiveness emerging forms 
digital advertising may harmed. 


For editorial: 
Credibility may compromised. When news- 


you Greenwich Park West Fifth Avenue 


This "trick" banner demonstrates fake keyword search and "redundant buttons" for the 
neighborhoods and "Power Search." Clicking anywhere this banner GIF causes imme- 
diate jump linked file. was found The New York Times the Web Sept. 15, 1998. 


never return. 

Soon thereafter, 
tered fake keyword search ina 
banner ad. Sensing trend, 
teamed with Birgit Wassmuth, 
associate professor the 


University Missouri School 
Journalism. Together, conducted research that 
identified eight types trick banner ads that use 
graphic elements prey our knowledge and 
expectations interface design. 

Dysfunctional representations interactive fea- 
tures include used: pulldown menu, keyword search, 
scroll bar (vertical and horizontal), play button (like 
those used activate sound files), and error message. 
All fake. Also used are fake forced-choice function 
(if the default “yes” and you click “no,” then 
you're already your way the linked site) and 
redundant buttons (such radio button that gives 
the compulsive clicker target). Redundant buttons 
are not necessary; the whole hot link. 

Trick banners are used for wide range prod- 
ucts and services from Internet dial-up companies 
escort services. Though most banner ads are inno- 
cent, placement trick banners pervasive. Whether 
produced professional advertising agencies, in- 
house departments, freelancers, trick banners 
are everywhere, including online newspapers. 
opinion, their use online newspapers could have 
negative impact both advertising 
departments. 


For advertising: 
Efforts build relationships are meaningless. 
Once manipulated, customers are forever wary. 
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paper engages questionable advertising practices, 
the integrity its news product questioned. 

Trick banners may teach avoidance interactive 
content like online polls interactive information 
graphics, such property tax calculator. 

Banner-sized teasers inside content and spe- 
cial feature sections may ignored. 

There now need for standardized guidelines 
regarding the use potentially deceptive online 
advertising, including trick banners. encourage you 
examine your online advertising policy. probably 
instructs clients adhere Internet Advertising 
Bureau (www.iab.net) standard banner sizes; keep 
GIF file size about 7K; avoid pornography, foul 
rascist language, and other offensive objection- 
able materials. But there's probably nothing about 
trick banners. 

The content trick banners does not have 
offensive, objectionable deceptive. It's what hap- 
pens the moment interaction that irritates people. 
blind rush attain optimum click-through, adver- 
tisers have created form advertising that has the 
power drive readers away. 

they really need trick make click? 


David Thompson (davidthompson@trib.net) 
director online services/content development 
the Columbia (Mo.) Daily Tribune. 


More and more newspapers all across the are relying 
our expertise here InfiNet. The simple. Our 


roots are the newspaper industry. know newspapers. 


take care the complicated internet know-how, and 


allow newspapers focus what they the 
newspaper business! provide the technical expertise, 
the network, all the bandwidth newspaper could 
want, the hardware platforms, and the online publishing 
software and tools. Basically, everything and anything you 


need deliver your paper the world. 


InfiNet Delivers: 


Directories Archives online Internet access 


Call today and find out about InfiNet’s online tools, hosting, 
training support. Get online with InfiNet. 1-800-391-8760 
www.infi.net 


— 


HIRESYSTEMS, INC. 


About Time 


Introducing from HireSystems designed give 
newspapers profitable value-add, and employment advertisers 
cutting-edge tools manage recruiting and hiring. 


AdWorks delivers candidates’ resumes right your employment 
desktop, boosting the power your employment 
section. provide state-of-the-art resume collection and 
scanning, secure database hosting and the highest quality 
search capabilities all private-labeled yours, your market. 


HireSystems, understand your need for new revenue 
streams, competitive selling tools, and newspaper-branded 
advertising solutions. also understand your employment 
need speed the hiring process. 


about time met. Call about AdWorks partnership 
your market. 


650.349.9000 www.hiresystems.com 


About Time 


